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ABSTRACT 
y?dvertising these days is the king pin around which the 
whole gamut of economy clusters and the globe have come 
together. It is the prime catalyst for creating demands of goods and 
services. Earlier, considerable time of businessmen was spent in 
receiving oral or written orders and in their compliance. This 
meant very Slow growth of commerce and economy. However, as 
society moved towards a consumer culture with its attendant 
globalisation and liberalisation, the pace of economic development 
picked up by leaps and bounds in all parts of the world. This is 
particularly true for the so-called developing countries, among 
whom India holds the pride of place. As in warfare, advertising 
today is one of the potent arsenals of marketing to build-up brands 
and to persuade and convince reluctant customer. With the help of 
it, producers may send their goods and services to the consumer's 
doorstep. Thus, producers with optimistic outlook they may first 
create the demand for their products and then hope that it would 
become a habit with the targeted consumers. 
Advertising is vital for the existence of media. Many popular 
newspapers and magazines would not have survived at all if it were 
not for advertising. As a powerful tool of effective communication. 
^ ^ . 
advertising is focused to communicate, persuade, influence and 
finally lead to positive actions. Specially, in a democracy with a 
market economy, such communication is required, so that 
inlclligcnt choices arc made. 
Advertisement is thus the source of information to the 
con.sumer.s about the products available in the market. In a 
competitive economy, manufacturers seek to persuade consumers 
through rational as well as emotional appeals to push forward their 
products. In early days, advertising, that depended mainly on word 
of mouth and only sometimes-on handbills, have now grown so big 
an industry that escape from it is almost impossible. Earlier, where 
only a few hundred rupee were required to be spent on advertising 
each product, today's advertising is a million rupees affairs, 
ensuring many-folded benefits from the potential buyers. In 
practice, advertising benefits not only the producers, wholesalers 
and retailers but also the consumers in more ways than one. 
Actually it has become an economic force, a marketing tool and 
social process, all wrapped up in one. 
As time rolled by, the society became more and more divers 
and the structure of its economy, increasingly complex. This 
necessitated advertising to be updated accordingly. For example, 
dissemination of information to guide consumer choice had to be 
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supplemented by other newly available means of advertising. In a 
society of relative affluence, the focus of economic activity shifted 
from need-based to non-essential items. As the productive capacity 
in many cases exceeded existing demands, the need for creating 
more sophisticated techniques of persuasive advertising, designed 
to stimulate unconscious desires, was realised. The tool of 
analytical research revealed that people would not buy an item, 
simply because a company urged them to "use only our products". 
Instead, the companies had to advertise in some more attractive 
form that would appeal to the people by evoking their varied 
emotional responses. Only then the target audience would be 
expected to start buying their "dreams" that these companies try to 
sell through their innovative advertising. Thus, advertisements 
have become almost inevitable as an effective weapon in today's 
war called Business. 
The enterprise called brand marketing is like a game of 
chess. The objective is always to stay in a winning mode. While in 
chess, the pieces are used as soldiers of different ranks for waging 
the battle on the chessboard, marketers have to make use of their 
armoury of brand name, packaging, pricing, distribution and 
advertising in their "brand wars". Modern day advertisements 
have evolved a lot, becoming more and more advanced, climbing 
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steeply from the written word to the use of present day electronic 
media (Television, Internet), wherein a magic world is created in 
the mind of the buyers with the help of computers. The new make 
believe techniques wield such magical power that they can hold the 
buyers spell bound for at least a few moments forcing them to 
forget everything about even themselves and be completely swayed 
away by the charm of the advertisement. 
In India it may be recalled that the first car rolled out of 
Hindustan Motors way back in 1942. Since then, car production 
has increased by leaps and bounds in our country and become an 
exporter of cars. However the growth trend in the production of 
cars has varied in last three decades from just 1 percent in the 
decade 1970-80 to 21 percent in the decade 1990-2000. The major 
increase in the production of cars during these two decades was 
due to the entry of Maruti Udyog Ltd. and more favourable policy 
framework announced by the government. Untill the year 2000, the 
sales of cars witnessed to its zenith. However, 2001 and 2002 
witnessed a difficult period for the Indian car industry due to an 
overall depressed sentiment in the economy; the co-operative bank 
crisis, bearish sentiments in the stock markets, Gujarat earthquake 
lack of accordance among the center, states and businessmen on 
VAT etc. The passenger car export in the eighties and early 
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nineties was very negligible. However the export scenario changed 
dramatically to increase from 89 cars in the year 1987 to 36741 
cars in the year 2002, of which 90 percent was attributed to 
Maruti Udyog Ltd. It may be recalled that only last year, the 
number of new entrants in the passenger car rallies increase 
further. 
The late eighties of the last century opened up a new chapter 
in the history of Indian automobile industry. A number of new 
automobile manufacturing units were incorporated for medium 
sized cars and light commercial vehicles. For example, Maruti 
Udyog Ltd. (MUL) was incorporated on 24"" February 1981 under 
the Joint Venture Agreement (JVA) between the Government of 
India (GOI) and Suzuki Motor Corporation (SMC) of Japan. Actual 
production commenced in November 1983 and the first product 
(Maruti 800) was launched in 1984. Since then, the sale of Maruti 
cars shown an upward trend producing a mere 852 cars during 
1983-84 and increasing it to 351949 cars during 2001-02. It is 
noteworthy that Suzuki's stake had risen from 26 percent in 1981 
to 54.20 percent on 14"' May, 2002 and Maruti Udyog Ltd. has now 
become the subsidiary company of Suzuki Motor Corporation. The 
Market share of Maruti Udyog Ltd. itself was 62.37 percent in 
1990-91 that increased to 82.66 percent during 1997-98. 
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However it shown a downward trend since then. By the year 2001-
02, its market share had come down to 58.16 percent. The cause 
behind the fall is mainly increasing competition by the foreign 
players, government policies, availability of easy finance etc. To 
offset this downward trend in its market share, the company has 
initiated new businesses like Auto Finance, Auto Insurance, 
Corporate Lease and Fleet Management, the latest being Pre-
owned Car Business. 
Promotion is the major component of a company's total 
marketing mix along with product planning, pricing and 
distribution. In developing a promotional campaign, company 
establishes the campaign goal as to aim at consumers of their 
product, segmenting the market according to their product or 
services which itself depends upon available funds and 
objectives. The factors that influence the promotional mix are the 
amount of money available for promotion, the nature of the 
market, the nature of the product and the stages of the product's 
life cycle. Generally the automobiles advertising goals is to build-
up the organisation's image, long term build up of a particular 
brand, information dissemination about sales, service or events 
and advocacy of a particular cause. The automobile industry has 
therefore, divided its target market on the basis of income groups, 
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behavioural aspects, life styles, purchasing power and age group. 
The advertising messages used by the automobile industries are 
based on emotional as well as rational appeal in order to attract 
the target customers. Recently a drastic change has been noticed 
in the presentation of such advertisements. Earlier the main 
emphasis was on the vehicle's performance and attributes but now 
the advertiser has prefers to include the emotional appeal as well 
so as to catch the imagination of the consumer. Traditionally, that 
were used for the advertisement of the automobile industry banked 
upon newspapers and magazines as its advertising media; but with 
the development of technology the recent advertisement media are 
billboards, neon signs television and internet. 
Earlier, where MUL projected the Maruti 800 car as an 
economical car whereas in the recent past, the main emphasis has 
been on its low operational cost, minimal maintenance and 
updated technology. Same is the case with Omni; earlier the 
main focus was on its spaciousness whereas now, the main 
emphasis is given to its fuel-efficiency, low maintenance and 
versatility. Likewise, in case of Maruti Esteem, luxuriousness of 
the vehicle was highlighted earlier whereas in the recent years, 
the advertising message reflects the vehicle's quality, economy, 
value and performance. On the other hand in case of Gypsy, the 
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earlier advertising message reflected the vehicle's toughness; but 
in the recent advertising messages, the emotional appeal has been 
preferred and it is projected as the off-road vehicle which gives 
joy and pride while driving. 
With the mounting of so many international automobiles 
manufacture hitting the Indian market, the Maruti Udyog Ltd. has 
introduced different variants in their brand profile to compete in 
the market. Their different brands are Zen, Alto, Wagon R, Versa, 
Baleno and Baleno Altura. In the recent advertising messages, 
these brands are projected as comfortable, powerful, multi-
activity-vehicle, luxurious and stylish vehicle respectively. 
The recent advertising used in the newspapers appeals to the 
emotions of the prospective buyers. For example, a recent 
headline used in the newspapers is " i times in a raw", which 
reflects the fact that Maruti Suzuki received the No.l nameplate 
thrice for customer satisfaction in the J.D. Power Asia Pacific 
study conducted during the years, 2000, 2001 and 2002. Another 
headline used in advertisements reads as "The competition has 
been shooting itself hoarse about being No.l unfortunately, 
customers believe otherwise". This indicates that Maruti Suzuki 
received No. 1 position in customer satisfaction and remain 
No.l in its sales, service, performance, spare and range. 
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It is noteworthy that emotional appeals are the main part of 
advertising these days. This applies not only to the car industry but 
also to almost every other industry. However, it has been felt that 
emotional appeal is effective for products of daily use and small 
items. Whereas purchasing a car involves large amount of money. 
For items like a car, the buyer thinks rationally and so MUL 
should focus on rational rather than emotional appeal. This, in 
fact, is the trend adopted by other car manufacturers. 
However in this study it has been observed that though this 
is true for the domestic market, MUL does not undertake any 
advertising campaign in the international market, which is the 
potential hub of car manufacturers. It has also been felt that car 
purchasers belong mainly to the upper middle class or upper class 
people in India, where as presently MUL does not bother to 
undertake aggressive promotional campaign through internet 
sites although it is no secret that they are very familiar and 
therefore, used to internet. 
The present study also reveals that although the advertising 
budget has been increased but sales were not increased 
proportionality. So, it may be said that wrongly conceived 
advertisements would result in wastage of money. So, an over all 
assessment is required to check such a wastage. Needless to 
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emphasise that the advertisement should not only be effective but 
also have clear objective to ensure its effectiveness. 
Finally, few suggestions have been offered that may bring an 
overall improvement in its sales and market share. 
Increased competition in today's global market place has led 
to a tendency among the marketers to copy their rival brands, 
because it forces brands to constantly improve upon their 
functionality. The strategy normally is that the company has got to 
up-stage all the time with new formulations and theories or 
advertising stories. Across the world, successful brands make 
major improvements in every three years. The secret behind 
building great brands is the combination of functionality and the 
added value. "Functionality is provided by the scientists and added 
values are provided by the advertiser. Thus, MUL should adopt the 
trends that are being followed in the market. 
MUL should begin to re-examine their dealer relationship 
and pricing strategies. The company shall have to rethink in terms 
of a new customer focus and provide better financing and servicing 
schemes. 
In the present competitive age, MUL should focus its 
advertising message on television, which receives and retains the 
attention of a large chunk of the audience. Through this media 
X 
company can express its message more efficiently than through 
any other media. While delivering the advertising message, MUL 
should focus mainly on young people in their advertisements, as 
they are the potential buyers of the near future. 
MUL should also provide special incentive schemes to the 
workforce at dealer stations or service stations. These people 
wield considerable influence on those already enchanted by the 
product, due to frequent contact. Additionally, they arc the persons 
approached by and consulted for sound advice by prospective 
buyers. 
^' ^ -fc 
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CHAPTER I 
INTRODUCTION 
y?dvertising these days is the king pin around which the whole 
gamut of economy clusters and the globe have come together. It is the 
prime catalyst for creating demands of goods and services. Earlier, 
considerable time of businessmen was spent in receiving oral or 
written orders and in their compliance. This meant very slow growth 
of commerce and economy. However, as society moved towards a 
consumer culture with its attendant globalisation and liberalisation, 
the pace of economic development picked up by leaps and bounds in 
all parts of the world. This is particularly true for the so-called 
developing countries, among whom India holds the pride of place. As 
in warfare, advertising today is one of the potent arsenals of 
marketing to build-up brands and to persuade and convince reluctant 
customer. With the help of it, producers may send their goods and 
services to the consumer's doorstep. Thus, producers with optimistic 
outlook they may first create the demand for their products and then 
hope that it would become a habit with the targeted consumers. 
Advertising is vital for the existence of media. Many popular 
newspapers and magazines would not have survived at all if it were 
not for advertising. As a powerful tool of effective communication. 
Introduction 
advertising is focused to communicate, persuade, influence and finally 
lead to positive actions. Specially, in a democracy with a market 
economy, such communication is required, so that intelligent choices 
are made. 
Advertisement is thus the source of information to the 
consumers about the products available in the market. In a competitive 
economy, manufacturers seek to persuade consumers through rational 
as well as emotional appeals to push forward their products. In early 
days, advertising, that depended mainly on word of mouth and only 
sometimes-on handbills, have now grown so big an industry that 
escape from it is almost impossible. Earlier, where only a few hundred 
rupee were required to be spent on advertising each product, today's 
advertising is a million rupees affairs, ensuring many-folded benefits 
from the potential buyers. In practice, advertising benefits not only 
the producers, wholesalers and retailers but also the consumers in 
more ways than one. Actually it has become an economic force, a 
marketing tool and social process, all wrapped up in one. 
As time rolled by, the society became more and more divers and 
the structure of its economy, increasingly complex. This necessitated 
advertising to be updated accordingly. For example, dissemination of 
information to guide consumer choice had to be supplemented by other 
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newly available means of advertising. In a society of relative 
affluence, the focus of economic activity shifted from need-based to 
non-essential items. As the productive capacity in many cases 
exceeded existing demands, the need for creating more sophisticated 
techniques of persuasive advertising, designed to stimulate 
unconscious desires, was realised. The tool of analytical research 
revealed that people would not buy an item, simply because a company 
urged them to ""use only our products'". Instead, the companies had to 
advertise in some more attractive form that would appeal to the people 
by evoking their varied emotional responses. Only then the target 
audience would be expected to start buying their "dreams" that these 
companies try to sell through their innovative advertising. Thus, 
advertisements have become almost inevitable as an effective weapon 
in today's war called Business. 
The enterprise called brand marketing is like a game of chess. 
The objective is always to stay in a winning mode. While in chess, the 
pieces are used as soldiers of different ranks for waging the battle on 
the chessboard, marketers have to make use of their armoury of brand 
name, packaging, pricing, distribution and advertising in their "brand 
wars". Modern day advertisements have evolved a lot, becoming more 
and more advanced, climbing steeply from the written word to the use 
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of present day electronic media (Television, Internet), wherein a 
magic world is created in the mind of the buyers with the help of 
computers. The new make believe techniques wield such magical 
power that they can hold the buyers spell bound for at least a few 
moments forcing them to forget everything about c\en themselves and 
be completely swayed away by the charm of the advertisement. 
Objective of the Study 
The present study has been undertaken to examine and evaluate 
the changing pattern of advertising in Indian automobile industries a 
case study of Maruti Udyog Ltd. Precisely the whole study aims at the 
following objectives. 
1. To examine the detail of historical background of advertising in 
Indian car Industry. 
2. To analyse the various promotional tools used by the automobile 
Industries. 
3. To study the strategies and performance of Maruti Udyog Ltd. 
4. To assess the impact of advertisement on the sales and market 
share of Maruti Udyog Ltd. 
5. To suggest appropriate measures to streamline the advertising 
techniques and policies in order to improve the productivity and 
efficiency in the automobile industries. 
Introduction 
Research Methodology 
The present study is based on primary as well as secondary 
source of data. The secondary source of data includes relevant 
journals, periodicals and government publications. The data were also 
collected from various publications of the Maruti Udyog, Annual 
reports. Broachers, and Company-release Material. Fruitful 
information has also been collected from Society of Indian 
Automobile Manufacturer. Televisions and Radio have also helped to 
observe the recent pattern of advertising. During the course of this 
study the primary data were also gathered through interview and 
discussion with the car owners, concerned officials of Maruti Udyog 
Ltd. its authorised dealers and service stations situated in Delhi and 
Aliyiirh. Structured as well as un-structured questionnaire were used 
to collect the primary data. A copy of the structured questionnaire is 
reproduced in appendix. The questionnaire includes open-end and 
closed ended of questions. 
The information thus collected has been analyse with the help of 
various statistical tools and techniques. These tools are trend analysis, 
regression coefficient and (T-test) to test significance relationship 
between the advertising budget and that of sales. At place the 
researcher has also taken the help of graphic presentation with the 
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application of these statistical tools at due places, an attempt has been 
made to maintain the objectivity of the thesis. On the basis of the 
trends and result drawn an endeavor is made to interpret and also 
make appropriate suggestions so that the present decade may prove to 
be a glorious to the chapter of company's sales and market shares. 
Hypothesis 
Keeping in view the objectives of the study the following 
hypothesis has been developed for the verification and confirmation. 
a. In view of the global competition the Maruti Udyog Ltd. has 
changed the pattern of advertising to attract the potential 
consumers. 
b. Inspite of increasing sales the market share of MUL is reducing. 
c. Increasing expenditure on advertising has positive impact on sales. 
Review of the Literature 
In the presence of the above objective of the research topic, the 
researcher has surveyed the bibliography of several Journals, 
Newspapers, Magazines, Annual reports of Maruti Udyog Ltd. and 
Dissertation available in the Maulana Azad Library, Faculty of 
Management Studies at Aligarh, Ratan Tata Library, Faculty of 
Management Studies, Society of Indian Automobile Manufacturer, 
Jawaharlal Nehru University (JNU), New Delhi etc. 
Introduction 
Manendra Mohan 's ' book entitled ''Advertising Management 
Concepts and Cases'" [2000], author made an emphasises on the 
certain knowledge of business environment and of the basic concept of 
the marketing management is obligatory in order to follow. Another 
important feature of the book is exemplication of the various 
advertising management principles by quoting a number of outstanding 
cases studies such as the cancer check cases, the waving case, etc. 
This book has wide coverage ranging from advertising in the socio-
economic and cultural content, its futuristic aspect, its practical 
applicability and most importantly its Indian touch. 
Frank Jefkins's^ book entitled ''Advertising'' [2000], where an 
attempt has been made to guide practically to an important business 
discipline. Advertising is above to all practical affairs. While 
marketing drives products and services towards the consumer, 
advertising helps to drive the consumer towards the product at the 
point of sale. Unless this happens, there can be no hope of making a 
profit from the product or achieving success for the business. 
Rajeev Batra's"' book entitled "Advertising Management'' [2000], 
where in this book author had taken special care to add many more 
examples and^case histories to make the presentation more application 
oriented. He also attempts to provide an exciting picture of the rapidly 
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changing place of advertising and ad agencies in the total context of 
marketing communications. 
William Wells'* book entitled ''Advertising Principles and 
Practice" [1998], in this book author has taken entirely the new 
chapter on the global advertising, in keeping with the increasing 
interest in managing a brand's global communications program in a 
way to optimally balance cost efficiencies with local marketing needs. 
In keeping with new perspective on how advertising fits into the 
bigger marketing communications picture and integrated marketing 
communications, covering that topic as well as sales promotions, 
direct marketing, public relation and other communication tools. 
David A. Aaker / John G. Myers^ book entitled ''Advertising 
Management'^ [1983], the basic thrust of the book is to provide an 
approach to the management of advertising which is sophisticated, 
analytical and state-of-the-art and give relevant approach to planning, 
decision making and control. The focus is on decision-making, 
specifically those decisions involved with setting advertising 
objectives, creating advertising campaigns, developing media 
strategies, and measuring advertising results. This book draws upon 
and attempts to integrated three related disciplines, behavioural 
science and management science and marketing and advertising 
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research. 
Colin Gilligan / Geoffrey Crowther's^ book entitled ""Advertising 
Management [1983], where the author in this book highlighted the 
major issues where taken as institutions and decisions encountered by 
those who are involved in the management of advertising. It is aimed 
both at those who may eventually practice advertising and at those 
who intend to enter the rather wider field of marketing management 
and fined out the relationship between marketing and advertising. 
Charles. J. Dirksen / Arthur Kroeger ' s ' book entitled 
''''Advertising Principles, Problems and Cases" [1978], where the 
author recognize the book to provide a more logical development of 
the subject from teaching point of view and to emphasise what 
advertising is, how it function and its advantages and disadvantages. 
M. J. Rodge in article ''Influence of Advertising of Consumers 
of Different Age Groups and Area'' [1999], where the study has made 
to find out the effect of advertisement on different age groups from 
rural and urban areas and the impact of advertisement on people from 
rural and urban areas. The study also finds out the most effective 
media of advertisement used in this area. 
B.S. Hundal ' in article "'Sex Portrayal in Advertising'' [2001], 
where the author's main emphasis had made to find out the reasons of 
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portrayal of sex in advertisement and impact of these advertisements 
on children and youth. The study also examines the effect of these 
advertisements on purchasing power of consumer. 
A. Reddy'° in article ''Effectiveness of T. V. Programmes 
Sponsorship"" [1995], an attempt had been made to assess the impact 
of T.V. sponsored programmes on viewers in terms of their recall 
levels for the company and product that sponsors by T.V. programmes, 
assessment of the impact of the nature of the programmes on the 
viewers sponsorship recall levels of viewers and to analysis whether 
multiple sponsorship of programmes is advantageous or not 
K. Sayulu" in article "Socio-Economic Implication of 
Advertising: Need for regulation'' [1997], in this paper the main focus 
is on the negative implication of the advertising on socio-economic 
scenario and suggesting measures which are essential in the interest of 
not only consumer and the marketer but also of the society in general. 
S. Sadar^^ in article ''Slogans- If Influence on Consumer Buying 
Behaviour" [1997], in this paper author has concentrated on the 
impact of slogan on consumer buying behaviour and evaluates the 
amount of slogan recalls on the particular product line. It also study 
the rationalise percent of slogan recall on the market share of the 
product and study the impact of slogan on advertising in general. 
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A. Jaffarulla'^ in article ""Techniques to Measure Effectiveness 
of Advertising'" [1996], in this article an author made an attempt to 
study the techniques to measure effectiveness of advertising. The 
techniques that tests were media audience measurements, 
physiological measurements, readership measurements, recall 
measurements, awareness measurements and attitude measurements. 
C. H. Srinivas*'* in article " Socio-Culture and Psychographic 
Dimension of Advertising" [1997], in this paper an attempt has made 
to find the socio-cultural and psychographics impact of advertisements 
on consumers. It also highlights the positive and negative impact of 
advertisement on social aspects of consumers. 
P. Thiruvalluvar^^ in article '""Advertising Effectiveness - A 
Factor Analysis" [2000], in this paper an attempt has been made to 
know the variables that were responsible for advertising effectiveness. 
For this purpose an advertisement effectiveness scale was prepared. 
M.C Macklin*** in article "Do children understand TV ads?" 
[1983], in this paper author emphasis on the young children that was 
able to point out commercials while viewing and they were able to 
pick out an advertised brand. 
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R. Langbourne and A. W. Thomas in article "children's 
commercials:creative development" [1983], in this paper the 
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researcher analysed the content of children's on television advertising 
and also find out the impact of the recent creative development in the 
commercial advertisement on children. 
S. Rajpal in article ''small, still beautifuT [2001], in this 
article the main emphasis is on the advertisement preference among 
the different automobile industries by the Indian consumer and it also 
reflect the purchasing behaviour of the Indian consumer." 
B. P a n d e " in article ''most advertising is wasted''' [2001], in this 
article the impact of the advertisement on the profitability of the 
company and also reflect the wastage of the advertisement. 
A.Gupta in article "Psychographic Dimension and Advertising 
Effectiveness^' [1999], in this paper the main focus is on the 
psychographic behaviour of the people relating to advertising and 
finding the relationship between psychographic and socio-cultural 
factor. It also studies the advertising effectiveness, targeting, 
decision, and writing effective advertisement and media decision. 
There are so many articles, papers published on the various 
aspects of advertising and large number of papers has been presented 
in various seminars, symposium and conferences. Literatures are also 
available in various books of advertising as mention above. These 
literatures cover the general aspect of advertising. It is observed that 
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no such articles or research paper, books have covered the changing 
pattern of advertising in Indian automobile Industry. 
Limitation 
Possible precautions and efforts were made to ensure the 
validity of the research. However the study was limited in its scope. A 
work of the nature requires an extensive study of the available 
literature but the paucity of literature is a great handicap in this 
respect, the non-availability of statistical data and other information 
pertaining to the advertisement in the automobile industries in India 
has been a major handicap for the researchers. The data that are 
available are many times inaccurate, ambiguous and scattered and thus 
has to face innumerable difficulties in the collection, compilation and 
comparison of the data. The data has been used to analysis are 
confined to 12 years only. The present study is only confined to 
Maruti Udyog Ltd. The sample has been chosen on the basis of 
judgment and it may not be truly represented to all customers of 
automobiles users. Due to the non-availability of fund and time, the 
survey was conducted only at Aligarh and Delhi. Therefore, its finding 
may not hold true for the whole country. 
Thus, the study has been carried on under several limitations, 
still researcher is confident that the conclusion drawn would be 
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fruitful and would be able to provide a useful base for the future 
working and growth of the company as well as the automobile industry 
in India. 
Design of the study 
Keeping in view the research methodology, hypothesis and 
objectives of the study, the whole study has been divided into eight 
chapters. The first chapter deals with the introduction of the study. 
The second chapter deals with an overview of advertising. In 
chapter third main emphasis is on the overall scenario of an 
automobile (car) industries in India. Chapter four highlights the 
promotional strategies of automobile industries. In fifth chapter the 
main focus is on the brief Profile of Maruti Udyog Ltd. In the sixth 
chapter an attempt has been made to analyse the Promotional 
Strategies of Maruti Udyog Ltd. In chapter seventh an attempt has 
been made to Analyse the Trends and Testing the Hypothesis. Finally 
in the last chapter the main findings of the study has been summed up 
and suggestions are offered for further improvement so as to increases 
the overall efficiency. 
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CHAPTER I I 
ADVERTISING - AN OVERVIEW 
Introduction 
In the beginning of human existence, needs were simple and every 
individual produced all that was necessary to sustain their life, they 
provided their own food, prepared their own clothing and found their 
own shelter. In course of time, people settled down in different 
occupations; and with specialisation, trade come into existence. 
Initially, trade was direct, i.e. exchange of goods for goods. Such 
exchange was known as "bater". And, almost from the very beginning 
of human era, man had to give up direct exchange and had to make use 
of an intermediate commodity, which was used to buy and sell all 
goods and services. This intermediate commodity would have to be 
familiar, easily recognizable and generally acceptable, this medium of 
exchange was known as money. After the introduction of money the 
development of trash, commerce and industry become more widen and 
thus, the competition between the trader and producers has been 
increased drastically. Each and every producer tries to capture the 
major market share that is why the producers have used the various 
marketing tools to attract their prospective consumer. Among these 
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marketing tools, advertising is one of the effective tools that are still 
used, by the manufacture, to control the market competition at the 
global level. The dissemination of information to guide consumer 
choice had to be supplemented by means of advertising. Earlier 
advertisements, which were only through word of mouth and handbill, 
have now grown so big that it is difficult to escape from them. Thus 
advertisement is so closely associated with our lives. 
The history of advertising can be traced back to the city of 
Babylon 5,000 years ago. The merchants of Babylon used symbols 
because few people could read, For instance a shoemaker would hang 
a sign shaped like a shoe at his door. The neon signs and illumination 
so common over the shops in markets and malls today to attract the 
prospective buyers is a refinement of the same idea' . 
In ancient Egypt advertising appeared as crude pictures and 
symbols on the walls and obelisks. The famous Rosetta stone from 
which scholars deciphered the ancient Egyptian language was in the 
nature of a government approved and legal advertisement serving 
notice that taxes in arrears and tax penalties were cancelled by royal 
decree. The earliest recorded business advertisement was a poster 
offering a reward for the return of a nobleman's absconding slave. 
This pioneering commercial advertisement encompassed the very 
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philosophy of advertising as it offered a means to of satisfy the 
desires and interests of both the advertiser and the reader that of the 
slave owner to get his slave back and, of the reader to earn a reward. 
Present day advertising offers similar incentives - profit for the seller 
and equally valuable advantage for the buyers. 
It would become clear from the above introductory lines that 
advertising has always held on unassailable position in the world of 
trade. However, among the myriad aspects of commerce, marketing is 
more than just distributing goods from the manufacturers to the final 
consumers. It comprises all the stages between creation of the product 
and the after-market, which follows the eventual sale. One of these 
stages is advertising. The stages are like links in a chain, and the 
chain would break if one of the links were weak. Advertising is 
therefore as important, if not more, as the other stages or links, each 
of which depends on the other for success. 
The product or service itself, its naming, packaging, pricing and 
distribution, are all reflected in advertising, which has been called the 
lifeblood of an organisation. Without advertising, the products or 
services cannot flow to the distributors or sellers on their way to the 
consumers. 
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A successful national economy depends on advertising 
promoting sales, so that factory production is maintained, people are 
employed and have spending power, and circulation of money is 
maintained. When this process stops there is a recession. Countries 
that are prosperous resort to advertising to do the job. In third world 
countries, economics are poor and advertising is minimal, especially 
when a large proportion of the population is young non-earners . 
Advertising serves the purpose of informing and reminding the 
customer about the products or services. It also underlines the 
objective of the promotion mix so as to convince the consumers of the 
superiority or indispensability of the advertised products or services. 
Thus, advertising more often than not uses a subtle and indirect 
approach to promote consumerism. 
According to Ti^e American Mar ice ting Association Chicago, 
defines advertising as "any paid form of non personal presentation of 
ideas, goods and services by an identified sponsor""^. 
On the other hand. The Institute of Practitioners defines it as, 
"advertising presents the most persuasive possible selling message to 
the right prospects for the product or service at the lowest possible 
cost"^ 
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Thus, advertising is a combination of creativity, marketing 
research and economic media buying. It may cost a lot of money but 
that cost is justified if it works effectively and economically. A good 
advertising campaign is one, which is planned, and conducted so that 
it achieves the desired results within an acceptable budget. Many such 
campaigns cost millions of rupees, but that is relative to the size of 
the market and the volume of sales required to maintain constant 
output of a factory's production capacity, not withstanding whether it 
is a detergent or a motorcar. 
Today it is widely believed that advertising, being repetitive in 
nature, can create a favourable impact on the consumers over an 
extended period of time and thus builds long-term brand loyalty. For 
example, the regular users of Colgate dental cream are reminded of the 
product through repeated innovative advertising. Similarly, many 
old people remember Coca Cola as coke even today. So with its re-
entry in India, the company is enchasing on its earlier popularity and 
awareness by calling it " Home-coming for Coke"^. 
Another very interesting characteristic of advertising is that the 
messages communicated are all designed and defined solely by the 
advertiser. Thus Kelvinator may boast that they are the "Largest seller 
of single-door refrigerator in the country'' and that ''It's the coolest 
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one'''; East-West Airlines can communicate that it is "India's leading 
private airline"; Hindustan Lever may say for their Pears soap that 
""transparent glycerin soap keeps the skin younger and smoother". 
They are all communicating message as desired by them. Thus, what is 
said or communicated to the masses is specifically designed by the 
company, keeping in mind specific objective like informing, creating 
awareness or inducing trials^. 
Types of Advertising 
Advertising serves varied purposes. Many advertisers include 
individuals who place small classified advertisements in the local 
newspapers as well as the big spender who use networked TV to sell 
popular brands to millions. Advertising is mainly categories as 
following. 
Consumer Advertising 
There is a vast range of goods to be found in the shops. They 
are categorised as consumer goods, consumer durables and consumer 
services. Consumers' goods are those, which enjoy repeated sales like 
food, drinks, confectioneries and toiletries. They are also called Fast 
Moving Consumer Goods (FMCGs). Pharmaceuticals, which are 
packed, branded and retailed are called Over The Counter (OTC) 
medicines. Consumer durables are usually more expensive and less 
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frequently bought and are of a more permanent nature than consumer 
goods. These includes clothes, furniture, domestic appliances, 
entertainment goods, like radio, television and video and mechanical 
equipments from lawn-mowers to motor cars, while consumer services 
includes services for security and well-being like banking, insurance, 
investment, repair and maintenance and those more to do with pleasure 
such as entertainments, hotels, restaurants, travel and holidays^. 
Business-to-Business Advertising 
The purpose of business-to-business advertising is to promote 
non-consumer goods and services. These may include raw materials 
components and accessories, plant and machinery, on the one hand, 
and services such as insurance, office equipment and supplies, on the 
other. Consumers would hardly buy these products and services, 
except as replacements for example when a car needs a new battery or 
tyres. Unless the formula or specification is clearly stated, the 
consumer would be unaware of the utility of most of these products. 
Many finished products are produced or assembled from material parts 
or components manufactured by numerous suppliers as only a few 
manufacturers are self-sufficient, and produce every part of their 
finished product themselves. A building consists of steel work, 
cement, glass, timber, bricks, roofing materials and all the 
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furnishings, for the interior together with special equipments such as 
escalators and services e.g. water, gas and electrical supply. To ensure 
a smooth sailing secondary suppliers and sub-contractor would have to 
be involved together with consultants, although a main contractor or a 
Q 
consortium of contractors might be responsible for the construction . 
Financial Advertising 
Financial advertising encompasses bank savings, mortgages, 
insurance and investment. In addition to advertising addressed to 
customers or clients, it also includes company reports, prospectuses 
for new share issues, records of investment in securities and other 
financial announcements. Many magazines and most newspapers 
specialise wholly or partially in financial advertising. The former is 
rather limited and The Financial Express, The Economic Times, The 
Investor Chronicle and Business Today, whereas the latter category is 
more common, national and regional dailies reserving a few pages for 
the purpose. The object of financial advertising may be to borrow or 
lend money, conduct all kinds of insurance and sell shares, bonds and 
pension funds or report financial matters. 
Recruitment Advertising 
This form of advertising aims to recruit staff (including 
personnel for the police, armed forces and other public services) and 
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may consist of run-on classified advertisements or displayed 
classifieds. Other media, such as radio and television, are sometimes 
used for the purpose. Before recession and mass unemployment 
occurred, recruitment advertising had become an important source of 
revenue for the media and there were may specialist recruitment 
advertising agencies devoted to handling this kind of advertising. 
Today, recruitment advertising flourishes on the wide circulation of 
newspaper circulations. National dailies reserve certain days of the 
week specially for recruitment advertisements for particular traders or 
professions such as accountancy, computers or teaching. In India, 
"The Ascent" of The Times Of India, " / / r Careers'' and ''HT 
Horizons'" of The Hindustan Times. 
Social Advertising 
As the name implies social advertising is related to the society. 
The type of advertising pertains to healthcare, family welfare, 
childcare, dowry prevention, literacy, drugs, safety, national 
integration and energy conservation. These issues are attended by the 
government which is helped by local NGO's as well as several 
International agencies such as USAID, DANIDA, ODA, WHO, 
UNICEF, UNFPA and World Bank among others^ 
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Advertising Media 
As outdoor advertising progressed, signs and symbols and not 
words, were used extensively, since reading was the prerogative of 
only a few educated men. For example, such shops sings, a bunch of 
grapes signified a wine cellar; a striped pole, a barber 's shop and the 
pestle and mortar a drug store. In the early 13 century, innkeepers in 
England began to adopt the custom of using imaginative picture signs 
such as "r/ze Cat and the Fiddle", ''The Red Lion Inn," and "The Hog 
in Armour" by which hostelries and pubs could be identified by the 
illiterate'". 
In the mid-15"^ century the development of print technology 
underwent a radical change with the advent of the printing press. In 
1452, Johannes Gutenberg** conceived the idea of a movable type set. 
In his workshop, he brought together the technologies concerned with 
paper and oil-based ink to print books, as also hand bills, notices and 
posters etc. that could be passed on from hand to hand, nailed or 
pasted on walls, the latter were used extensively to advertise lotteries, 
fairs, circuses, and carnivals and became the forerunners of the 
modern trends in this field. Later in 1477, William Caxton, produced 
the first known advertisement in English. Thus was born the modern 
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concept of advertisement in the print media i.e. newspaper, magazines, 
periodicals etc. 
In 1840, the wooden India had become the symbol of the 
American tobacconist. P.T. Barum. The great showman, was 
displaying large printed pictures depicting the curiosities and 
monstrosities that he exhibited in his American Museum on 
Broadway in New York and was dazzling the city by illuminating them 
with a brilliant gas light. He was an ardent exponent of advertising for 
his museum and traveling. Shows, and his influence on poster 
advertising were so widely felt that for many years afterwards 
amusement advertisers dominated the medium. 
It is interesting to notice that early newspaper were vastly 
different from those of today. Most of them were propagated the 
personal viewpoints of their publishers. The rest of the pages were full 
of stories of political wrangling, speeches, sermons, and legislative 
debates. In the United States of America, the first such publication to 
survive for more than one issue was the Boston News-Letter, a weekly 
established in 1704. The first daily, the Pennsylvania Pocket and 
Daily Advertiser; was the outgrowth of a weekly newspaper started in 
1771. At that time, the inadequacies of printing equipment made it 
difficult for a publisher to print more than a four-page issue. As the 
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demand for advertising space increased, John Dunlap, its publisher, 
increased the frequency of the paper 's appearance to semi-weekly and 
then to tri-weekly; and eventually on September 21, 1784, The 
Pennsylvania Pocket and Daily Advertiser, with ten of its sixteen 
columns jammed with advertising, became America's first daily*^. 
Newspaper 
Practically everyone who is literate is capable of reading a 
newspaper. A large number of men, women and children of all ages, 
races, classes, and income group in every village, town and city in the 
country respond daily to the universal appeal of news. As an 
advertising media, newspapers are flexible and timely. They can be 
used to cover one city or several urban centers. Newspapers give the 
advertisers an intense coverage of a local market as almost everybody 
reads or at least glances through a newspaper. The advertisers can 
select the market where they can most conveniently do business or 
they can place additional stress on markets, which need extra 
advertising efforts. No two markets are exactly alike, either in 
physical characteristics or in the people who inhabit them. They can 
differ vastly in climate, terrain and density of population, as well as in 
local tastes, occupations, and living conditions. Preferences and 
prejudices of one market may be the opposite of another. 
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Advertisers can write a suitable copy for its publication in a 
newspaper a town in which the former operate. Advertisers can flavour 
it with local appeals featuring local places, events or people and 
naming the dealers who would operate as their local representative. 
Satisfactory local coverage of the newspaper is essential to qualify it 
as medium for translating the power of national advertising into actual 
sales at a specified price through designed outlets. More over, the 
advertiser can test sales appeals, size of copy, type of illustration, and 
other advertising elements at comparatively small cost, market by 
market, and balance up the ratio of advertising expenditures to sales 
results with factual certainty. In addition, the newspaper can provide a 
news background to advertising, which often is in itself news of 
products, uses, styles and bargain opportunities. Overnight, the 
advertiser can inform the public of changes in prices or policies. 
There are different types of newspaper, which are as follows; 
Morning Newspaper 
Over the years the morning paper has earned the reputation of 
being an authentic record of the previous day's financial, business, 
and sport activities. Morning newspaper does not feel it necessary to 
publish the large number of 'editions' as do evening newspaper since 
most of the news it publishes refers to events that occurred the day 
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before and only a few new events if any, that occurred during the 
night merit addition. The morning newspaper claims results the same 
day with regard to the advertisements published in it, maintaining that 
its columns are read and scanned through at a time when a prospective 
customer in poised to make up his mind and take a decisive action. 
Evening Newspaper 
The evening newspaper makes a concerted attempt to collect, 
collate and rush latest news to the press. All day long, headlines, 
captions and leads are rewritten to keep the many editions upto the 
minute. The evening newspaper has to make special effort to entertain 
as well as to inform. These newspapers use a more dramatic form of 
presentation and employ more features. Because they are home-
delivered or picked up on the way home and carried into the house 
they are considered to have more women and family appeal compared 
with the morning papers. The evening publishers claim that their 
readers are generally in a relaxed and receptive mood. Another 
difference between morning and evening newspapers lies in the 
direction of their distribution flow. Evening newspaper are picked up 
by their purchasers relatively near to the newspaper agency and are 
carried to outlying sections. Morning papers must be delivered to or 
near to the subscriber's home. 
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Sunday Newspaper 
Sunday pastime for each member of the family is different. 
While male member follow the sport, real estate and financial sections 
and the kids devour the comics, ladies get immersed in the fashion, 
food and society pages. The bulky Sunday papers, with their great 
variety of features, claim longer and more leisurely readership than 
either the morning or evening papers and offer vast opportunities 
under ideal conditions for advertisers who want to reach the entire 
family. Thus the Sunday newspaper is often the best medium 
purchasing merchandise of special appeal that cannot otherwise be 
advertised profitably anywhere else. More over, the family has fewer 
newspapers on Sunday to select from than it has on a weekday, and 
since the desire to read remains undiminished, Sunday editions of 
national newspapers invariably have much larger circulation than that 
of the papers published on weekdays. Furthermore, their coverage 
extends over a wider area since they replace dailies in the smaller 
cities, towns, and suburbs where no Sunday newspaper is published. 
Newspaper Supplement 
Many Sunday newspapers carry special sections such as, The 
Sunday Times includes Ascent, Education Times, Opportunities 
Times, Matrimonial. Similarly, The Hindustan Times carries HT 
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Matrimonial, The Sunday Express and Eye. Such "Newspaper 
Supplements" cater for a wide cliented with advertising being 
provided on payment by outside organisations. Many advertisers 
employ them as a convenient means of buying concentrated 
metropolitan as well as mofussil circulation with one order using one 
set of plates and other inputs, with the additional advantage of bigger 
readership and coverage intensity. 
Controlled-Circulation Newspaper 
Controlled-circulation newspapers, sometime called shopping 
newspapers, are published weekly or bi-weekly in many important 
markets. As their name implies, they are devoted to the buying and 
selling news of a small community. Some of them publish no editorial 
whatsoever, filling their pages exclusively with advertisement. Others 
run articles about stores, buying opportunities or price trends and still 
others support their advertising columns with "straight news" of local 
interest. They are distributed in the targeted areas of the city. 
Special-Appeal Newspapers 
As emphasised above, Morning, Evening, Sunday, Weekly and 
Shopping newspaper differ fundamentally in their publishing 
techniques and editorial emphases. Within these groups, however, 
there are a number of newspapers distinguished not by their type of 
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publishing but by the type of reader to whom they appeal. By 
segregating readers of homogeneous interests, ethnic, religious, 
foreign-language and similar other newspapers present the advertiser 
with the opportunity of appealing specifically to certain religions or 
racial groups which may be predisposed to the purchase of the 
product, e.g. Halal meat for Muslims, Kosher for Jews and Vegetarian 
food for Hindus. 
Weekly Newspapers 
Almost all the problems faced by daily newspaper are 
encountered to a greater or lesser degree by their smaller, but more 
numerous brethren, the weekly newspapers. Weeklies cover towns and 
villages not sufficiently populous to support a daily and are frequently 
published by the local job printer that generally serves as advertising 
representative, reporter, editor, typesetter, and printer^"'. 
Magazines 
The early magazines published in the United States and Great 
Britain date back more than two hundred years to the early part of the 
i s" ' century. Many of the first magazines were in the nature of 
pamphlets or booklets published by patriots and politicians who were 
anxious to influence the opinions of their fellow citizens or to unite 
the growing nation on crucial political problems. Others were issued 
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by members of political or literacy societies, in the professed interest 
of raising cultural and educational standards 
Magazines are an excellent medium when a high quality of 
printing colour is desired in an advertisement. Magazines can be used 
to reach a national market at a relatively low cost per prospect. 
Through the use of class magazines, an advertiser is able to reach a 
selective audience with a minimum of waste circulation. Magazines 
are usually read in a leisurely fashion, in contrast to the haste with 
which other print media are read. This is a particularly valuable point 
for the advertiser who must present a message at some length. 
Radio 
Guglielmo Marconi was the first to send Morse code signals 
without the use of wires. His first wireless message was sent across 
his father's estate in Bologna in the year 1885. From that day on, 
inventors recognising the possibility of sound broadcasting strove to 
transmit the sound of the human voice through air. In this endeavour, 
Reginald A Fessenden and Dr. Lee De Forest were the first to achieve 
notable success in 1910. They broadcast the magnificent tenor voice 
of Enrico Caruso from the stage of the Metropolitan Opera House in 
New York City'-\ 
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The Indian Broadcasting Company was established during 
1930's for the first time in India. It was renamed, as All India Radio 
(AIR) in 1936*^. By that time radio had become an effective medium 
of advertising worldwide. The number of radio stations in India has 
increased from about 100 in 1990 to 227 in 2001and the land area 
covered from 84percent to 93percent. However, despite its tremendous 
reach and the fact that it presents the best option for low-cost 
programming, radio has been treated as a poor relative of other 
advertising media for over two decades. Listenership has either 
dropped or reached a plateau. However, lately in some cases, 
listenership has raisen, although very negligibly in urban areas due to 
the time allotment to private companies on five FM stations. Film and 
other forms of popular music constitute the main fare of such stations, 
contributing to an increase in commercial time and advertising 
revenues from Rs. 527 million in 1991-92 to Rs. 809 million in 1995-
96 that got raised to Rs. 1104 million in 2 0 0 0 - 0 1 ' ^ 
Some efforts have been made to use radio for social change, as 
in the case of the state-supported radio rural forums for agricultural 
communication in the 1960's or to promote adult literacy in the 
1980's. More recently, NGOs have helped broadcast programmes on 
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women and legal rights, emergency contraception and advocating 
girl 's educations. 
In 1996, a Broadcasting Bill was drafted as apex legislation on 
broadcasting. The bill subsumes the Prasar Bharati Act of 1990 by 
spelling out autonomy for the Broadcasting Authority Of India (to 
replace the role of the Ministry of Information and Broadcasting) so as 
to regulate public and private broadcasting. The Bill also laid down 
guidelines for granting licenses to satellite, terrestrial and cable 
broadcasters to establish and operate radio (and TV channels) to the, 
"highest techno-commercially acceptable bidder". In August 1998, the 
Lower House of Parliament with an amendment passed the Prasar 
Bharti Act that the Broadcasting Authority would be overseen by a 32-
member parliamentary committee'*. 
Television 
J.L. Baird in England and C.F.Jenkins in the United States, both 
of whom worked independently using similar methodology, produced 
the first demonstrable television in 1923. Both used a system of 
mechanical scanning by rotating a disk perforated with a helical 
arrangement of tiny holes before a light sensitive tube ' ' . 
During the later 1960's, the T.V. transmitters were developed in 
India and in 1972 western outdoor advertising Pvt. Ltd. (WOAPL) 
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introduced the first close circuit TV (CCT) in the country at the race 
course in Bombay. In 1978, the first television commercial seen was 
made and since then there has been a rapid increase in the number of 
TV transmitters. In 1982, the biggest milestone in Indian television 
history was the Asiad ' 82 ' when television turned to colour 
transmission and the Bombay Dyeing become the first colour TV 
advertisement. In 1983, the launch of India's first "edutainment" 
prosocial soap opera serial Hum Log (we the people) by Manohar 
Shyam Joshi, having 156 episodes and running for 17 months was 
produced. It was meant to promote issues such as family planning and 
education for the girl child. Incidentally, it coincided with the rise of 
the middle class as a dominant force in the country. Simultaneously an 
increase in film-based entertainment programming private sponsorship 
and consumerism led to the development of the commercial T.V. 
advertising. From 1985 to 1990, Doordarshan (DD) outpaced AIR and 
print media as the first choice for advertising hiking its advertising 
rates thrice between 1985 and 1988. By 1987, there were at least 40 
serials on air^". 
A media boom saw an increase in the number of publications and 
a preponderance of TV and cinema-based reporting. In 1990, the 
Government of India initiated an economic reform process, heralding 
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an era of privatization and liberalization. The Prasar Bharti Act was 
passed and notified in 1998, as mentioned above, delinking 
broadcasting from direct government control. 
In February 199, the emergence of the Gulf War reporting 
created an unprecedented demand for cable television, Indian viewer 
wanting to follow the CNN coverage of the war. The demand for cable 
television continued even after the war was over. During mid 1991, 
the launch of satellite television in the form of the Hong Kong based 
Star TV, with its 39-nation foot-prints, transformed the face of Indian 
television with its multiple channels and aggressive market- driven 
entertainment programming, followed by other private channels such 
as Zee TV, Sony TV, Sun and Gemini. 
Direct Advertising 
Direct Mail Advertising is meant for transmitting an advertiser's 
message in permanent written, printed or processed form, by 
controlled distribution, direct to selected individuals. As such, it falls 
into three distinct categories. 
Direct-By-Mail Advertising: The function of Direct-By-Mail 
Advertising, like that of advertising through newspapers, magazines, 
radio and other forms of media, is to arouse interest in and the desire 
to buy, a certain product or service. It is often used in conjunction 
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with other media to enhance their effect. As each piece can be 
individually addressed to a specific prospect, Direct-By-Mail 
Advertising can attain the ultimate in personalising the advertised 
message and directing it to prospects together with name-by-name 
selectivity. 
Mail-Order Advertising: This method seeks to induce prospects to 
send in their order by mail, either through its own influence or as a 
follow up to personal salesmanship or campaign in other media. 
Unmailed Direct Advertising: This is described as printed material 
that is not distributed by mail but is presented to selected prospects in 
some other way. Thus, the material may be collected by a person 
himself or by some other delivery service. It may be given to 
customers in retail store, handed to pedestrians on the street, placed in 
parked cars or distributed door to door. Direct advertising can be used 
effectively by all advertisers from the smallest corner store to the 
largest nation-wide purveyor of luxury merchandise. Some brochures 
used in this category may cost thousands of rupees but it has won the 
reputation of being the most frequently used form of advertising 
media. By adopting direct advertising, an advertiser can direct his 
messages to specific markets or individuals with greater control than 
could be attained by the use of any other medium. 
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Outdoor and Transportation Advertising 
Outdoor and transportation advertising includes all methods by 
which the advertiser can communicate with the public out of doors or 
in public conveyances. The principal forms of outdoor advertising are: 
Posters: Colourful outdoor messages greet the eyes of the public at a 
time when other media are unable to reach them, when people are out 
for shopping, going to work or to school, or returning home. For some 
advertisers, outdoor advertising is a major medium, but in most 
instances it is used to add to the effect of magazine, newspaper, radio, 
television or some other form of advertising media. Outdoor 
advertising is frequently favored by producers of mass appeal goods 
since it offers broad coverage of a market, exposing itself to every 
person who travels on streets and highways. It influences all types of 
people in all age and income classification. It appeals to the young 
and the old as also the wealthy and the poor. It is appreciated even by 
those who cannot even read, as it presents a simple pictorial message 
and visually identifies packages and trademarks. 
Painted Displays: Painted displays are more permanent than posters in 
that each display is individual by painted by outdoor artists directly 
on a sheet-metal panel or on the side of a building. The process 
requires high skill and ingenuity. 
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Spectaculars: More elaborate than painted displays, infact the most 
elaborate form of outdoor advertising, are the large electric 
spectaculars, which may be found in very heavy traffic area or on 
high-rise buildings. Pedestrians on the street or persons travelling in 
their vehicles easily see to and appreciate them. These "travelling 
electric spectaculars" on which huge letters, produced through electric 
light, proceed across the sign, sometimes spelling out the latest news 
of the day, are interspersed with advertising messages. 
Transportation Advertising: The Transportation advertising includes 
those categories where the advertisers put the message on car cards on 
buses, trolleys and subways or on suburban trains. The station posters 
are displayed on the station platforms normally on transit side^^ 
Internet 
Earlier the advertising media was purely on the artistic side. 
Today, it has become more scientific and accountable. In fact now, it 
is a good blend of art and science. As the aesthetic aspects of artistic 
skill overlap the strategic aspects of communication technology, 
modern creative writers realised, that they were expected to fulfill a 
critical task in adopting the advertising industry for this new medium. 
The recent invention of the Internet technology has made the job of 
advertisers easier and more effective. 
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The dynamic growth of the Internet is producing dramatic 
changes in every corner of the business world. The method is so 
effective that according to Martin Read, editor of Mind Your Own 
Business Magazine, the number of Internet users doubles every 
hundred days. The marketing, commercial and trading potential of this 
growth has been recognised by marketers and advertisers in every 
field of endeavour. This is especially true in fields such as consumer, 
business-to-business, manufacturing and service industries and in 
communication^^. 
There is scarcely a business of any size in the industralised 
countries that does not possess and use at least one computer. Many 
businesses have net works of users. Examples are Banks, Estate 
Agents, Supermarkets, Airlines, Railways, Freight Haulers, Insurance 
companies and Travel Agents. 
The Internet is often described as the fastest-growing advertising 
medium world-wide. In India also, it is rapidly becoming the most 
preferred form. The sustained economic liberalisations in most 
countries have opened the gates of markets with similar 
characteristics. Borders have become meaningless. The process has 
gathered momentum with the introduction of new communication 
technologies. There are rapid strides in the field of information 
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technology towards faster and multi-media data-transmission systems. 
Technologies related to telephone, televisions and computer and data 
transmission channels have evolved further with the help of satellite 
technology. They provide the consumers with easy and quick access 
to information and knowledge. The latest addition of Internet has 
proved a God-send boom to marketers in boosting the sales of their 
products. However, it must be relised that these developments demand 
them to review their advertising techniques and strategies . 
There are different types of "on-line" advertising. These are as 
follows: 
Web Advertising: 'Web ' is the ideal vehicle for promoting sales of a 
product. Firms can develop "Websites" to advertise their products 
either by themselves or through organisation engaged in the business 
of web designing. The consumers can reach the web page through the 
website address given specifically for an organisation. The consumers 
can then browse and collect the relevant information. Most on-line 
advertising activity takes place on the web. The media effect is not 
unlike that offered by television; as the web develops on colour, 
movement, sound, graphics and animation. There is also an 
opportunity for downloading advertisers' material to the user's 
computer and even to get it printed. The unique advantage of a 
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website to advertisers, is not only the ability to offer products and 
services to consumers worldwide and get orders but also to receive 
payment directly. 
Classified Advertisement: As with newspaper classifieds, an 
advertiser can buy required lineage from the owner of the site. Popular 
directory and search sites, such as yahoo Offer this service, lesser-
known organisations offer similar services often at cheaper rates or 
even free of charge. The advertiser, therefore, needs to establish the 
reach and track record of such sites before investing advertising 
money in them. In TV, radio and print-based advertising, this is the 
standard practice; web advertising is no different. For least results an 
advertisement rate card and media information should, however, be 
obtained from each site being considered. There are similar 
advantages to be gained from using classified advertising on the web. 
Sites that charge fees are often of higher quality than free sites. They 
may also receive more visits from potential customers looking for 
particular products and services. 
On the downside, some sites offering free classified advertising 
may be using the sites to collect E-mail addresses. If an advertiser 
takes classifieds on such sites they may sooner or later be involved 
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with multiple Junk E-mail lists, which are bought and sold to all 
surfers at random. 
Banner Advertising: A banner is a strip of advertising material on a 
web page, often appearing at the head or foot of the page. The page 
can be a home page of a website, an advertiser's or some one else's 
own page or some other page which receives a great deal of visitor 
traffic. A banner can be of any reasonable size. An over-large 
banner might as well be a half page, or most of it. However, as with 
media, appearing within editorial matter is to the advertiser's 
advantage. Normally, banners are about 17cm wide by 2.5 cm deep 
with variations in height and depth for the requirements of graphics 
and typography. 
The main function of a banner is to direct the visitor to a 
website where more information can be obtained. Once at the website, 
the visitor can be persuaded to purchase a product or service. A press 
advertisement can offer information, to be sent for by filling a coupon 
or making a telephone call. As its size is theoretically limitless, the 
website can hold all the information the visitor is likely to need for 
making purchasing decisions. 
Banner designs vary widely. Limited only by the demands of the 
brief and the budget, the imagination of the designer knows no bounds 
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however, nearly all banner advertisements have one feature in 
common, the request 'click here ' , 'click now' or an equivalent. Some 
banners are interactive, encouraging the visitor to carry out an action 
within the banner. An interactive banner can, for example, prompt the 
visitor to ask a question (or a series of questions) using a pull-down 
menu. Alternatively, a pull-down menu can refer the visitor to a 
specific page on the advertiser's main website. The visitor clicks on 
the menu strip that he has already chosen or on 'click here ' . The 
software jumps straight to that page, where the full information or 
sales pitch is displayed. 
Some banners are designed as self-contained units, interacting 
with the visitor without jumping to another page or website. They 
show what is on offer and also take the order. The "click here" button 
is replaced by 'order here' or 'buy here ' . This is an ideal situation for 
the advertiser. Instead of spending substantial amounts of time and 
money constructing a complex website and building brand recognition 
to entice customers. Thus, the whole transaction is concentrated in a 
single banner. This also saves time and effort for visitors. It could be 
described as the electronic equivalent of the impulse purchase. 
E-Mail Advertising: Two main types of E-mail advertising are 
currently in use. First, straight, so-called 'push ' techniques, of which 
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the easiest way to operate it is through an ordinary E-mail. Electronic 
mail shots delivered in this way are sent direct to the user 's mailbox, 
without waiting for user to go on line. The user receives it irrespective 
whether it has been requested for or not. To be precise, it is just like 
a mail shot delivered by post. There are some constraints and controls 
on these types of advertising. 
A number of companies are currently offering free E-mail access 
to prospective users. As always, there is a reciprocal element in it. 
The E-mail software displays paid-for advertising on the user 's 
screen. Hotmail and Rediff were among the pioneers of this useful 
arrangement. Hotmail operates in the way just described above. Rediff 
provides free software and dial-up connection in exchange for a 
demographic questionnaire to be completed by the user. The result 
enables Rediff to compile and operate a highly detailed mailing list, 
based on the questionnaire. Its client advertisers can target users with 
great accuracy on the basis of the demographic information provided 
by Rediff. This can reach virtually any E-mail user with a windows-
compatible personal computer and modem. 
E-Mail News Letter and Discussion Groups: Another route to target 
audiences is the sponsored a discussion group. An advertiser can 
sponsor discussion group by providing the software and access free to 
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users. In exchange, the advertiser benefits from a precisely targeted 
audience. Participants are those who have taicen a decision to 
subscribe to that particular discussion group, rather than casual 
Internet surfers. This makes the sponsorship all the more valuable to 
the advertiser on the one hand and the participation useful for the user 
on the other. 
A discussion group comprises a number of individuals with a 
common interest. This can be anything from finance, marketing or 
computing to photography, book-binding, or genetically modified 
foods. Users get together on the Internet for an exchange of ideas and 
advice, or merely to chat about their common interest. They are said 
to 'subscribe' to the group, although the subscription is free. Any 
subscriber wishing to contribute to the discussion sends a message to 
the E-mail address of the group and all its subscribers read this. 
An E-mail newsletter is a similar technique. Its content is 
material created by an organization or individual and is distributed by 
E-mail to subscribers. Again, the subscription is free to participants. 
Advertisers can inset their copy to be read on screen by all 
subscribers. 
An advertiser sponsoring E-mail discussion groups and 
newsletters benefits in several ways. First, the content is text-only, 
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free from distractions and diversions offered by conventional 
websites. Second, as advertisements in-group newsletters promote 
products and services related to the interests of the group, subscribers 
are more likely to respond favourably. For example, an advertiser 
promoting cameras, film and processing materials at worthwhile 
discounts is likely to receive an unusually high degree of attention and 
interest from like-minded and interested subscribers. Provided that the 
offer is appropriate and viable and the copy persuasive, this interest 
can be converted into orders. 
There is many thousands of E-mail discussion groups and 
newsletters currently online. Advertisers can sponsor them for as long 
as their budgets allow, and the sponsorships remain commercially 
viable. The usual duration of such sponsorships is a week or month^^. 
Role of Internet in Advertising 
The Internet revolution has proved very helpful both for the 
corporates and the users in fulfilling their needs. It can be used as a 
mode of advertisement to enable the message to reach the prospect, 
anywhere in the world within no time. Because of the internet 
advertisement, a consumer sitting in front of his computer in India can 
choose a product of his liking manufactured in Japan. Obtaining 
information about international products without loss of time has 
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become a reality and has come within the reach of an individual with 
the advent of this service. 
The effectiveness of an advertisement's placing in the Internet 
can be easily measured within 24 hours. By simply incorporating an 
introductory discount coupon, the response of the browsers can be 
measured even immediately after placing the advertisement. This helps 
the marketers to reformulate their advertising strategies in tune with 
market expectations. The advertisers can place different versions of 
their advertisements and can monitor the reaction on a daily basis. 
They can shift to the most successful version based on the feedback. A 
marketer can use different advertising versions meant for different 
target customer. As an example, Titan watch company can exhibit its 
different product ranges based on the value expectations of its clients, 
like price range, features, size, gender-based models, etc. In the case 
of Titan, exhibit models like Royale (for high income group), Raage 
(for women who like contemporary designs) and Exacta (for price 
conscious customers). 
Two or more companies can have some sort of understanding to 
have the synergic effect of their advertisement spending. It implies 
that when a consumer searches for information about a particular 
product, advertising for another product related to it can pop up. To 
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quote an example, if a customer searches for a Television, information 
about voltage stabilizers and booster could burst almost 
simultaneously. Producers that are complimentary in nature could thus 
be benefited out of this technological advantage. It also helps the 
consumers who are interested in comparing different brands before 
taking a final decision. In this manner, net advertising comes to their 
rescue. If a person wishes to buy a washing machine, he has to search 
for advertisements to collect information about various brands 
available in the market. This process delays the decision-making in 
addition to difficulty in collecting information; but an Internet user 
can scan the relevant information (e.g. about various brands) simply 
by browsing with the help of the respective "Search Engines". It also 
suits his convenience as he could obtain information at his will and at 
an hour when he is relatively free and possibly relaxed. 
Releasing advertisements in any media, is a "one-way" 
communication whereas net advertising ensures the joy of two-way 
communication, where in prospective buyers are entitled to engage 
themselves in a dialogue with the marketers before taking final buying 
decisions. Based on the information about who browsed with the 
intention of buying a product on their "website", the firms can take 
immediate follow-up action. They can either direct the respective area 
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sales person to contact those customers so as to persuade them to buy 
their brand, or at least send a foilow-up sales letter. Because of this 
personal touch, getting orders from the customers will not be a tough 
task. Besides, this kind of quick action may create an emotional bond 
between the customers and the firm, further, even in case of not 
purchasing the product advertiser can study the reasons for the change 
in their attitude and that could lead the company to develop their 
product to the better desire to the customer. 
It further make safety lock for the sensitive products as the 
advertisements for products like contraceptives, sexual hormone 
developers is a sensitive issue in the Indian market because of the 
value systems and cultural barriers. Elders feel embraced when 
youngsters see these kinds of advertisements and ask for explanation. 
This problem can be avoided by placing such advertisement in 
Internet, where only adults can reach '. 
Comparison Between Internet and other Media 
Unlike other communication media, the Internet is capable of 
reaching both a mass market and specified individuals within it. It 
offers huge possibilities for bringing sellers and buyers together on a 
worldwide basis. Moreover, on-line advertising differs from other 
media in one more important respect it enables enquirers and 
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consumers to interact with advertisers directly and with an immediacy 
represented by a key-stroke or a mouse-click. A visitor could thus 
up information about a product, resolve questions and doubts in their 
mind about it and then buy or reject it, all this in the same visit. 
A comparison can be made between the internet and other media, 
including broadcast, press, direct mail and out-door advertisement. 
However, its capability extends beyond all these because of its 
immediacy, flexibility and interactivity and its ability to reach target 
audiences on a truly global scale. 
Television Advertising 
Television commercials enable advertisers to dominate 
television screens. They allow the advertiser to use the TV's 
capabilities to the full. These include movement, animation, colour, 
sound and response contact information. The most popular formats are 
30-second, 45-second and 60-second slots. Although TV cannot target 
individual consumers, it can address the interests, desires, needs and 
emotions of well-defined consumer groups. It does this up to and 
slightly beyond the geographical limits of transmission area of 
individual stations, which is a crude form of targeting. So far, on-line 
advertising has been less aggressive than that appearing on TV and 
consumers have become accustomed to this low-key commercial 
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environment. Advertisers, however, are gradually becoming more 
assertive in their on-line presentations, experimenting with and 
introducing videoed advertisements with animation. 
An intriguing but important side issue may also be considered. 
The down side for the advertisers using TV is that consumers using 
the internet cannot at the same time watch TV. Prime time for TV in 
India is roughly 7 p.m. to II p.m. There is some evidence that 
internet usage peaks in the early evening around 7.30 p.m. to 9 p.m. 
When people reach home from work, one of the first things they do is 
check their E-mails. This on-line activity, including surfing the 
internet, may continue until bedtime with a break for dinner. 
Radio Advertising 
Some of the conditions outlined for television also apply to 
radio. You would find at least one radio set in every household. Most 
of the time, listening to radio demands virtually no concentration by 
the consumer and the consumer can be occupied in other activities at 
the same time as listening to the radio like reading, bathing, ironing, 
designing or polishing car. Indeed, radio is often described as an 
"audible wallpaper". On the other hand while surfing the net, reading 
E-mails or studying on-line offers by advertisers, the consumer needs 
to concentrate on the screen. On-line advertisers have, therefore, to 
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make their presentations as interesting and motivating as possible, 
especially as the consumer may have his radio set on in the 
background. 
Press Advertising 
It is easy to distinguish advertising from editorial matter on a 
page of a newspaper or magazine. Indeed, editors and advertisers are 
careful to so design their presentations as to emphasise this 
distinction, some advertisers even use an 'advertorial ' technique for 
this purpose. The design of the advertisements closely resembles that 
of the editorial environment in which they appear. This is deliberate 
and is permitted by publishers. Each advertorial insertion, however, 
must be clearly identified as such, and must carry the heading 
"Advertisement "or 'Advertisement feature'. So that the reader does 
not feel of being cheated. In fact, failure to do so would prove 
extremely counter productive. 
For on-line advertising, advertisements can be treated in such a 
way that the editorial also gives the impression of advertisement. In 
such circumstances, usual divisions between advertising and editorial 
are virtually abolished, because advertisers could themselves be the 
publishers. Anything on screen could be treated as an advertising 
element. The advertiser could use logos, headlines, body copy, 
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product names, symbols and pack designs. Currently, there are no 
restrictions as are experienced in print advertising, except possibly 
those relating to legality, honesty and decency in the countries in 
which they are published. 
Direct Response Advertising 
Advertisers using direct mail know the extent to which they can 
track response. The same applies to most other forms of direct 
marketing. Key numbers in press advertisement coupons are the best 
example of direct response tracking. With radio and television, it is 
more difficult to achieve a traceable response but key number and 
specially designated telephone lines help in tracking. 
Detailed assessments of response to on-line advertisements are 
not only possible but also essential. These enable advertisers to 
compare on-line advertising with the best results obtained from other 
direct-response methods. Some advertisers take the conventional 
direct response route to evaluation, basing it on cost of response or 
cost of enquiry. The real test for effective advertising, of course is 
cost per sale. 
Outdoor Advertising 
There is no foolproof way to determine how many passers-by 
look at a poster. Even in big cities where human traffic at poster sites 
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can be estimated fairly accurately at various times of the day, there 
can be swings in either direction. Nobody has yet come up with a 
method of tracking actual response to poster advertising at individual 
sites. Admittedly, posters have gone a long way to remedy this 
situation overall but the nature of posters as an advertising medium 
does not lend itself to relate exposure at the site to sales at the 
checkout with reasonable accuracy. 
Web users, on the other hand, can interact with on-line 
advertisements, and accurate result can be calculated. On-line banner 
advertisements are often compared to posters. Like a poster, a banner 
can refer users to a website where product information is to be 
obtained. But, whereas posters are static and may be changed 
infrequently, banners can be changed as frequently as the advertiser 
needs in addition to encouraging users to interact at once. A mouse-
click or keystroke links the user to an interactive source of data, 
pleasure, knowledge or product offer. Each click on a banner or 
website is recorded, and thereby accounts for the cost-effectiveness of 
the particular banner or site^^. 
'C''r-€/62 
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Different Aspects of Media 
Newspaper 
Newspapers are among the world's most widely used advertising 
media. Advertising ranges in size from a full page to an eighth or 
sixteenth of a page. In the last two decades, many daily publications 
have added colour to their pages, but most newsprint advertising are 
still black and white. In most papers, advertising prices increase with 
advertising size, but circulation and demographics determine pricing 
as well. The larger the paper's circulation and readership, the higher 
the advertising cost. 
The limitations of newspapers advertising are many. Circulation 
largely determines advertising exposure or only those people who take 
the trouble to buy a copy of the paper that day could have an 
opportunity to see that advertising. Here "opportunity" as the 
newspaper offers more to look at rather than advertising. Articles, 
photos, feature, and other advertising complete for reader's attention. 
As the average reader spend about 13 minutes going through a daily 
newspaper in that 's 13 minutes to read the headlines, check out the 
sport scores, do the cross word puzzle and scan the stock exchange 
listings and there is no to much time to spend with any particular 
advertising. 
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Newspaper advertising also doesn't allow advertiser to truly 
target their market. Although they should learn all by themselves 
about a publication's demographics or they take a shotgun approach 
when they advertise in a newspaper and there advertising goes out to 
the general readership and only hope as it spread was wide enough to 
hit a few potential customers. 
Magazines 
Magazines offer some distinct advantages over newspaper when 
it comes to targeting advertisers market. A number of publications 
have emerged in the last decade or so. Specialty periodicals covering 
everything from sailing to knitting to net surfing have appeared on the 
racks. Magazine advertising typically are full colour and eye-catching. 
Many magazines have larges national or even International 
readerships, as they publish weekly or monthly magazines tend to be 
around longer, making more likely that some one will see advertising. 
The great disadvantage of magazine advertising is cost. 
Advertising in widely circulated publications such as India Today, 
Business Standard or Outlook, is expensive as advertiser can sped well 
into five figures on a single advertising. Most large national 
periodicals publish regional versions that offer less expensive and 
more localized advertising space, but saving advertising costs this way 
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reduces the scope of advertisers marketing strategy, which reduces its 
effectiveness. 
Radio 
Radio advertising differs from print media in a number of ways. 
Radio advertising can be anything from an elaborately produced 
prerecorded spot to an on-air plug read by a talk-show host. These 
spots are always intermingled with the programming, and the entire 
listening audience hears them. Buying airtime on a single radio station 
is simple and inexpensive. The cost of each spot is determined by the 
station and the time slot or show that airs the spot, but compared to 
other forms of advertising, radio advertising is rather inexpensive. 
A primary disadvantage of radio advertising is that it is mostly 
local. Each station reaches out only to the listeners within its 
broadcast range. No matter how powerful the station's signal, there is 
always a limit. Another disadvantage of this media is that it does not 
allow the advertiser to target a very specific audience. Although radio 
stations and advertising firms that buy radio spots for clients can tell 
advertiser which time slots and shows appeal to which audiences, 
radio simply can not target advertiser's message to a narrow group. 
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Television 
One of the most widely recognised forms of advertising media is 
television. Delivering colour movements, sound and music, television 
advertising can be as expensive to produce as a short movie. Advance 
in computer video production technology allow advertiser to deliver 
virtually any image that advertiser want to conceive. With the advent 
of cable and satellite technology, television audiences have continued 
to expand. Millions of people around the world can view a single 
program almost simultaneously. The average Indian spends up to 
three hours a day in front of a TV set, which means each individual 
sees approximately 30 commercials each day. 
Unfortunately, television advertising is expensive. An effective 
television marketing campaign can cost millions of rupees. A single 
30 - second spot for commercial break advertising may cost around 80 
thousand to 100 thousand rupees. Television provides instant 
exposure; but it can also drain all but the most expansive marketing 
budgets. 
Direct Mail 
Direct mail has been around for decades; but recently it has 
reached its zenith. Households and workplaces across the metres 
receive thousands of Junk mail every working day. Most direct-mail 
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pieces take the form of some kind of brochure and are usually 
accompanied by a letter. Direct mail is a very effective way to get the 
company's message to a specific type of customer. At the time of 
sending a direct mail the advertisers known as to whom they were 
spending there marketing money. With direct mail, market size is 
virtually limitless and advertisers could send their mail to anyone with 
an address and thus reach out even to the international audiences. 
However, direct mail 's great drawback is its limited 
effectiveness. An average piece of direct mail generates responses 
from only about 3 percent of recipients, a rather low response rate for 
such an expensive marketing tool. 
The Web 
As an advertising medium, the web stands heads and shoulders 
above traditional print, broadcast, and direct-mail avenues. It is 
relatively inexpensive and fast, delivering advertising message with 
colour, sound and motion in a split second anywhere in the world at a 
fraction of the cost of most other media. As the web touches an 
outstandingly large domestic and international market, it also allows 
advertisers to tightly focus the advertising message to the specified 
market. Where the other forms of advertising media cannot deliver to 
the potential customers, the web enables to get unprecedented 
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feedback on the effectiveness of advertising. It allows advertisers to 
learn immediately as to what the targeted audience thinks about their 
product as well as the message and it even enables them to take 
product orders directly from the web page. 
Although the web has distinct advantages over all other forms of 
market media, it is not expected to replace print, broadcasting or 
direct mail in the immediate future. The web does not reach the 
entire market at present; but as it expands the World Wide Web will 
touch an increasing number of potential customers. That is why the 
web should have a place in every company's marketing scheme. 
Virtually every fortune company has a website, and most of these 
represent a large budget commitment. The millions of rupees that 
large companies spend on web production and promotion constitutes 
only a small proportion of the entire money spent on all other forms of 
advertising and marketing^^. 
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Table: 2.1 Aspects of Selected Advertising Media 
Marketing Quality 
Large national 
audience 
International 
exposure 
Can be targeted to a 
specific audience 
Audience members 
can view ads at their 
convenience 
Relative exposure 
Instant Customer 
Interaction 
Inter-
Net 
No 
Yes 
Yes 
Yes 
Low 
Yes 
Radio 
Yes 
No 
No 
No 
High 
No 
News-
Paper 
Yes 
No 
No 
Yes 
High 
No 
Magazine 
May be 
May be 
May be 
Yes 
High 
No 
TV 
Yes 
May be 
No 
No 
High 
No 
Direct-
mail 
No 
No 
Yes 
Yes 
Low 
No 
Note: This table is based on general assumptions. 
Medium Exposure in India 
Television has the highest number of viewership (43.6 percent) 
while the press has (61.1 percent) non-readers and radio has (70.6 
percent) non-listeners according to a study conducted jointly by media 
research users council (MRUC) and ORG-Marg in the metres of eight 
28 
most advance states in India during May 2000 . In India 31 in 1000 
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people own newspapers, 61 in 1000 people own television, 81 in 1000 
people own a radio and 13 in 1000 people have access to a telephone. 
An average hours in a week an Indian spends on reading a newspaper 
or magazine around 2.1 hours and an average hours in a week spends 
on watching television is around 8.4 hours. 15 out of every 100 Indian 
women watch, a movie at a theater once a month while 50 out of every 
100 Indian women watch TV or listen to the radio regularly^'. 
Print Media 
The number of dailies has increased from 2538 in 1989 to 4043 
in 1994 and in year 2000 it reaches to 4532. The combined circulation 
of newspaper and dailies has increased from 20 million to 32 million. 
Number of non-dailies has increased from 25,000 to 31000 between 
1990 to 2000. One Indian newspaper "The Times of India" rank 10'^ 
in the top-selling newspapers in the world, all other nine newspapers 
are (Asian). Cost of press advertising has increased by 906 percent 
since 1985. One out of every two publications is either in Hindi or in 
English 25 percent of member-publications of the Indian Newspaper 
Society (INS) is in English. English - language publication account for 
71 percent of the annual advertising revenue of INS members. 70 
percent of the country's newspaper circulation is controlled by Indian 
Newspaper Society (INS). 
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Given national literacy rates as low as 51 percent, 64 percent for 
men and 39 percent for women, the very limited reach of newspapers 
and magazines and the distinctly urban educated readership profile, 
the role of print media has been defined more in term of information 
dissemination and advocacy. The picture is lopsided one-circulation 
figures are rapidly increasing as are, advertising revenues, but this is 
especially true of English. Publications, which account for 71 percent 
of the total advertising revenue of the member of the Indian 
Newspaper society^". 
A key feature of these publications unfortunately is the 
increasing preponderance of glossy, ad-friendly film and TV-based 
reporting. That the sole trendsetter in this increasing corporatisation 
A L . 
of the fourth estate. The Times of India, as ranks 10 among the top-
selling newspaper in the world, is no coincidence. Given the 
increasing costs of newsprint and production, and the pressure of 
market imperatives, newspaper houses have followed the paper in 
carrying ad-friendly fluff at the cost of more serious development and 
health reporting. Leading dailies have over the last few years dropped 
their special sections devoted to development and health. The low 
literacy rates and high production costs have also stymied the 
possibilities of smaller alternative publications that could potentially 
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reflect the concerns of the development sector. The survey conducted 
by The Indian Readership Survey (IRS) Internet report, which come up 
with the findings that the top ten media brand (dailies) preferences by 
urban Net users and urban non Net user"'* are given in table 2.2. 
Table: 2.2. Top Ten Media Brand Preferences (Print Media) 
Dailies Read 
The Times of India 
The Hindu 
The Economics Times 
The Hindustan Times 
The Indian Express 
New Indian Express 
Sakal 
Dainik Bhaskar 
Midday 
Lokmat 
% Of Urban 
Net-Users 
31.91 
14.74 
10.16 
9.33 
7.93 
5.12 
4.84 
4.87 
5.78 
4.52 
Dailies Read 
Danik Bhaskar 
Daily Thanthi 
Eenadu 
Danik Jagran 
Malayalam 
Manorama 
Lokmat 
Mathrubhumi 
Rajasthan Patrika 
Amar Ujala 
Navbharat 
% Of Urban 
Non-Net Users 
3.35 
2.45 
2.37 
2.7 
1.56 
2.09 
1.17 
1.47 
1.91 
1.98 
Source: Tiie Indian Readership Survey (IRS) Net Report 2000, Media 
Researcii Users council (MRUC) and ORG-Marg. 
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Television and Cable 
In India 65 million of the 170 million household or 
approximately 38 percent own television of this, 17 million homes 
have cable connections, 40 percent of Indian homes in towns below 
100,00 population are connected to cable TV, 31 percent of Indian 
homes in 8 advanced metros are connected to cable TV. 
Doordarshan has a population each of 330 million and satellite 
channels reach a population of 70 million. The number of Satellite 
channels has gone up from none in 1990 to 50 plus in 2002 and the 
number of programme hours increased from 1500 per month to 25,000. 
50.8 percent of TV programme content is entertainment, followed by 
13.3 percent of news and 9.6 percent on education and 26.3 percent on 
talk shows and animation for children. 
There are 70,000 cable networks in the country. 1 out of every 3 
star TV viewers worldwide is Indian, 40 percent of star TV's revenue 
come from its India operations. Cost of TV advertising has increased 
by 329 percent between years 1985 to 2002. TV's share of advertising 
revenue has gone up from 12 percent to 25 percent. 
Doordarshan has a higher viewership followed by Sony, Zee. 
53.1 percent of Doordarshan's programmes are in Hindi, 21.2 percent 
in English and 25.7 percent in other languages, 28 percent of the 
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progammes of other satellite channels is in Hindi, 40.6 percent in 
English and 31.4 percent in regional language. An emerging trend, and 
one that also reflects the current programme focus of development 
agencies to targeting of specific segment of the audience, in particular 
young adults (children and youth in the age group of 10-29 years 
constitute about 40 percent of the population). Urban, middle to upper 
class youth, especially, constitute a key target group for private 
channels. Music channels, such as MTV and channel-V, feature VJs 
who are popular role models for a young generation. 
Cashing in on this trend, UNAIDS, India initiated in 1996 a 
collaboration with channel V for an an-air and on-ground campaign 
for HIV/AIDS awareness. The collaboration includes training and 
sensitisation of VJs on issues relating to HIV/AIDS. In another 
efforts, the Ford Foundation, India founded a BBC training for radio 
and television producers on reproductive and sexual health. The other 
project proposals short-listed for additional finding, all of which 
target children and youth, are in entertainment formats of musicals, 
talk shown and animation for children . The study conducted by the 
Indian readership survey (IRS), (MRUC) and ORG-Marg on the 
Channels watch by the urban Net users and non-Net users are given in 
table 2.3. 
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Table: 2.3 Top Ten Media Brand Preferences 
(Electronic Media) 
Channels Watched 
DDI/ National 
Network 
Sony TV 
Zee TV 
Star Plus 
Star Sports 
ESPN 
DD Metro 
Zee Cinema 
MTV 
Discovery Channel 
% Of 
Urban 
Net-Users 
67.56 
60.48 
55.7 
54.47 
53.55 
46.24 
43.4 
33.86 
32.78 
30.5 
Channels 
Watched 
DDI/ National 
Network 
DD Metro 
Sony TV 
Zee TV 
Zee Cinema 
Star Plus 
Star Sport 
DD Marathi 
Gemini TV 
Sun TV 
% Of Urban 
Non-Net 
Users 
64.53 
27.14 
26.41 
26.69 
19.2 
15 
12.56 
7.84 
5.78 
7.86 
Source : The Indian Readership Survey (IRS) Net Report 2000 , Media 
Research Users council (MRUC) and ORG-Marg. 
Radio 
There are 104 million radio households in the country and 
approximately 111 million radio sets. Radio covers 97.3 percent of the 
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country's population and 93 percent of the country's geographical 
area. There are a total of 186 radio broadcasting centers in 1996 to 
227 by March 2001. There are 148 medium wave transmitters, 51 short 
wave transmitters and 94 VHF/FM transmitters. The radio 
broadcasting is done in 24 languages and 146 dialects across the 
country. Listening hours per week in 1991 as compared to 2000 are; 
regular (6-7 days) 54.1 and 49.3 hours; frequent (3-5 days) 23.2 and 
27.3 hours; occasional (1-2 days) 14.8 and 15.7 hours. 
A key need in India is for local broadcasting that reflects issues 
of concern to the community. In this regard, some communication 
expert believe that an increased and accelerated commercialisation of 
radio will eventually drive down the costs of FM radio sets, thus 
facilitating local radio. The increasing devolution of political power 
initiated through the 73'^'' and 74^ *^  amendment to the constitution in 
1988-89 has also set a climate conducive for the empowerment of 
communities, and local governance. A key area requiring attention, 
therefore, is advocacy for community radio and the, provision of 
training to NGO's and communities to use this medium for articulating 
their concerns, as on Bangalore-based NGO is currently doing^"*. 
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Internet 
The potential benefits o combining the Internet and advertising 
is yet to be fully explored in India. Three years after the Internet was 
introduced in India, the number of subscribers is set to touch 1.5 
million customers with most of them located in the 10 cities where 
VSNL is currently operating. But the recent announcement by the 
Union Government about the operation policy of Internet Service 
Providers (ISP) has opened the floodgates. The entry of private firms 
with the equity participation from foreign companies would certainly 
heat up the internet filed and this will expand number of Internet 
user 's base all over India, In past five years, the number of Internet 
users in India has grown from 3 to 128 million. And according to 
projection this figure will touch the 300 million mark by year 2005. 
The following table 2.4 given below shows the growth of Internet 
subscriber in India. 
Table: 2.4 The Growth Internet Subscribers in India 
Year 
tf) 
X) 
O w 
7. V) 
Aug. 
1995 
703 
Dec. 
1995 
1935 
Dec. 
1996 
21547 
Dec. 
1997 
60776 
Dec. 
1998 
200000 
Dec. 
1999 
600736 
Dec. 
2000 
701498 
Dec. 
2001 
1500374 
Source: VSNL Release 
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It has been predicted that number of Internet subscribers would 
touch to 4 million by 2005 and 6 to 7 million by 2008^^ 
The Indian Readership Survey (IRS Internet Report) conducted 
jointly by Media Research Users Council (MRUC) and ORG-Marg, 
where 190871 Internet users across India polled, which come up with 
the finding, the percentage of media users in the four zone of the 
country i.e. Mumbai, Delhi, Chennai and Kolkata. Kolkata has the 
highest number of press users which is 100 percent whereas Mumbai 
with 97.62 percent. Chennai has the highest number of TV users 
whereas Kolkata with 96.61 percent. Use of Radio is about 45.77 
percent where the lowest Radio users were in Mumbai with 27.13 
percent^^. The following table 2.5 shows the media consumption by 
the Net users across the four corner of the country. 
Table: 2.5 Indian Citizen Media Consumption 
Media 
Press 
TV 
Cinema 
Radio 
Any Media 
Mumbai 
97.62 
96.89 
34.17 
27.13 
100 
Delhi 
98.51 
96.96 
18.58 
45.77 
100 
Chennai 
98.45 
97.81 
34.96 
38.59 
99.84 
Calcutta 
100 
96.61 
33.47 
28.14 
100 
Base: All Urban Internet Users figure in %age 
71 
Advertising - An Overview 
Source: The Indian Readership Survey (IRS) Net Report 2000, Media 
Research Users council (MRUC) and ORG-Marg. 
In brief, from the above discussion that the modern world 
depends on advertising without it, producers and distributors would be 
unable to sell, buyer would not know about and continue to remember 
product or services, and the modern industrial world collapse. If 
factory output is to be maintained profitably, advertising must be 
powerful and continuous. A good advertising campaign is one, which 
is planned and conducted so that it achieves the desired results within 
an accepted budget of an advertiser. Mass production requires mass 
consumption, which in turn requires advertising to the mass market 
through the mass media. 
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CHAPTER I I I 
AUTOMOBILE (CAR) INDUSTRIES IN INDIA: AN 
ANALYSIS 
History of Automobile Industries in India 
I h e princely ruler imported the first car in India in 1898. With 
the end of the world war during 1919^ a large number of military 
vehicles came on the Indian roads. In 1928 assembly of CKD 
(complete-knocked-down kit) trucks and cars was started by wholly 
owned Indian subsidiary of American General Motors in Bombay and 
in 1930-31 by Canadian Ford Motors in Madras, Bombay and Calcutta. 
In 1935 the British Government turned down the proposals of Sir. M. 
Visvesvaraya to set up an automobile industry in India. By 1942 
Hindustan Motors Ltd was incorporated as the flagship company of 
C.K. Birla groups and become the first manufactures of cars in India, 
with the set up of its plant at Port Okhla in Gujarat. In 1948, it shifted 
its activities in Uttarpara near Calcutta. Over the years, Hindustan 
Motor Ltd (HML) has diversified its activities into heavy engineering 
equipment like excavators, cranes, presses and steel production under 
the heavy engineering division (HED) etc. 
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In 1944 Premier Automobiles Ltd. (PAL) incorporated and their 
first vehicle was produced in 1947 followed by Standard Motor 
Product Limited (SMPL). Both of these car-manufacturing units were 
set up in Bombay and Madras respectively. 
In 1947 the Government of Bombay accepted a scheme of Bajaj 
Auto to replace the cycle rickshaw by the auto and assembling started 
in a couple of years after taking license from Piaggio. The initial 
years were the years of strains and stresses and the manufacture of 
motor vehicles could not be take up till 1953, but when the 
government of India approved the recommendations of the tariff 
commission with respect of these Industry. These companies were 
compelled to work at a loss, as the small Indian market was at that 
time over flooded with the imported car of various designs. Ashok 
Leyland took up the production of commercial vehicles in 1957, Tata 
Engineering and Locomotive Company (TELCO) in 1962, while 
Mahindra and Mahindra was promoted in 1965 in the Jeep Segment. 
In two wheelers groups Bajaj Auto had already been established 
and the Royal Enfield Motors Ltd was established in 1955 as pioneer 
in collaboration with Enfield Cycle Company Limited of England at 
Thirovottiyar in Madras. The establishment of Escots and Java 
followed after this. The early 'Eightiesl_,^Jtnesses breath-taking 
rr , -a 
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developments. First phase of liberalisation announced, unfair practices 
of monopoly, oligopoly etc slowly disappeared. Liberalisation of the 
protectionism policies of the government encourages lots of new 
foreign collaboration to come up. Many Companies went in for 
collaboration, as Andhra Pradesh Scooters entered into collaboration 
with Piaggio for manufacture of Vespa model, Hindustan Motor Ltd in 
collaboration with Isuzu of Japan, introduced the Isuzu truck in early 
eighties. Ashok entered into collaboration with Leyland vehicles Ltd 
for development of integral buses and with Hino Motors of Japan for 
the manufacture of W series of Engines. TELCO after the expiry of its 
contract with Daimler Benz indigenously improved the same Benz 
model and introduced it in the market. 
Government approved four new firms in the Light Commercial 
Vehicle (LCVs) market, namely, DCM, Richer, Swaraj and Allwyn. 
They had collaboration with Japanese Companies namely Toyota, 
Mitsubishi, Mazda and Nissan respectively. The two-wheeler market 
increased since 1982, as the government had permitted foreign 
collaborations for the manufacturing of two wheelers up to lOOcc 
engine capacities and allowed foreign equity up to 40 percent. 
In 1983 Maruti Udyog Ltd (MUL) was started in collaboration 
with Suzuki Motor Corporation (SMC) a Japanese firm. Other 
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passenger car manufacturers in India were Hindustan Motors Ltd, 
Premier Automobiles Ltd, Standard Motor India Ltd and Sipani 
Automobiles. Ashok Leyland Ltd and TELCO were strong players in 
the Commercial Vehicles Sector. 
Important policy change like relaxation in Monopolistic 
Restricted Trade Practices (MRTP) and Foreign Exchange Regulation 
Act (FERA), delicensing of some ancillary products, broad banding of 
the products, modifications in licensing policy, concessions to 
private sector (both Indian and foreign) and foreign collaboration 
policy etc, resulted in higher growth and better performance of the 
industry in the later eighties. 
During 1991 Mass Emission Norms were introduce for petrol 
vehicles and in 1992 for Diesel Vehicles. In 1991 new Industrial 
policy was announced and that was the death of the License Raj and 
the automobile industry was allowed to expand. During 1996, 
government further tightens the Emission Norms and in 1997 National 
Highway policy had been announced which will have a positive impact 
on the automobile industries. 
The Indian automobile market in general and passenger cars in 
particular has witnessed liberalisation. Many multinationals like 
Daewoo, Peugeot, General Motor, Mercedes-Benz, Honda, Hyundai, 
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Toyota, Volvo and Fiat entered the market. Telco has diversified in 
passenger car segment with Indica during 1997 .Table 3.1 shows the 
passenger car project with foreign collaboration. 
Table: 3.1 Passenger Car Projects with Foreign Collaboration 
Motors 
DCM 
Daewoo 
Motors 
Hyundai 
Motor 
India 
Mahindra 
Ford 
Honda 
Siel Car 
India 
Mercedes 
Benz 
India 
Over seas 
concept 
Auto 
Eicher 
Motors 
General 
Motors 
Genaral 
Motor 
India 
B.M.W. 
India 
Kinetic 
Engg. 
Frezer 
Nash 
Peerless 
auto 
Foreign 
Collab 
-oration 
Daewoo 
motors 
Hyundai 
Motors 
Ford Motors 
Honda 
Motors 
Daimler 
Benz 
Concept 
Auto 
Scoda 
Mitsubishi 
General 
Motors 
B.M.W. 
Aixam 
Briggs 
Strator 
Frezer Nash 
Country 
Korea 
Korea 
U.S.A. 
Japan 
Germany 
U.K. 
Germany 
Japan 
U.S.A. 
Germany 
U.S.A. 
U.K. 
Location 
Surajpur/U.P. 
Irrugattukkottai 
T.N. 
Maraiwalanagar/ 
T.N. 
Noida/ U.P. 
Chikhall i / 
Maharastra 
Raj pura/Punjab 
Karnataka 
Chennai /T.N. 
Halol /Guj . 
Noida/U.P 
Pune/Mah. 
Okhla/Delhi 
Cost 
(in 
crores) 
3,474 
2,450 
1700 
855 
750 
600 
500 
320 
320 
270 
100 
20 
Cap-
acity 
252 
100 
50 
30 
20 
10 
60 
30 
25 
10 
50 
4 
Compl-
ition 
Dec. 98 
Jul. 98 
Dec. 98 
Oct. 97 
D e c . 96 
Dec. 98 
March 
2000 
Dec. 97 
N.A. 
N.A. 
Oct. 96 
N.A. 
Source: 
• Indian Express, Investment Week, New Delhi, January 6-12, 2000. 
• Auto India (car magazine) 
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Demand, Supply and Exports Scenario of Cars in 
India 
Demand 
The demand for cars in the past was supply driven, as demand 
did not match supply. This led to high premium and long waiting 
periods for the cars. But change in government policies coupled with 
aggressive capacity additions and upgradation of models by Maruti 
Udyog Ltd (MUL) in the early nineties led to increase in supply and 
subsequently reduced the waiting periods for economy cars. 
The demand for cars was suppressed by various supply 
constraints. The number of cars increased from 15,714 units in 
financial year 1960 to 30,989 units in financial year 1980 at a annual 
growth rate (CAGR) of only 3.5 percent. The entry of Maruti Udyog 
Ltd (MUL) in 1983 with a "peoples car" and a more favourabe policy 
framework resulted in a car annual growth rate (CAGR) of 18.6 
percent in car sales from financial year 1980 to financial year 1990^. 
After witnessing a downturn from financial year 1990 to 
financial year 1993, car sales bounced back to register 17 percent 
growth rate till financial year 1997. Since then, the economy slumped 
into recession and this affected the growth of the automobile industry 
as a whole. As a result car sales remained almost stagnant in the 
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period between financial years 1997 to financial year 1999. Car's 
annual growth rate (CAGR) record during the financial year 1994-
1999 periods was 14.4 percent reach sales of 409,624 cars in financial 
year 1999. However, during financial year 2000 with the revival of 
economy, the segment went great guns posting of a sales growth of 56 
percent from previous year 1998-1999. During financial year 2000-
2001 and 2001-2002 the sales growth drops 5.19 percent and 13.69 
percent respectively''. The table 3.2 and graph 3.2(A) shows the trends 
of sales of car during the followed year. 
Table: 3.2 The Past Sales Trend of Cars in India 
Year 
1959-60 
1969-70 
1979-80 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
April 2002 -July 
2002 
Sales 
15,714 
23,819 
30,989 
186,872 
189,763 
193,601 
201,494 
209,203 
264,822 
345,486 
410,992 
417,736 
409,624 
638,815 
605,628 
522,697 
158,197 
% Change (Over 
previous year) 
-
51.57 
30.10 
309.40 
49.57 
2.02 
4.07 
3.82 
26.58 
30.45 
18.96 
1.64 
(-1.94) 
55.95 
(-5.19) 
(-13.69) 
Source: • Society of Indian Automobile manufacturer (SIAM) 
• Various issues of Auto Indian (Car Magazine) 
• Indialnfoline sector Report ( www.indiainfoline.com.) 
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The demand for cars is dependent on a number of factors and the 
key variables are per capita income, introduction of new models, 
availability and cost of car financing schemes, price of cars, incidence 
of duties and taxes, depreciation norms, fuel cost and its 
subsidisation, public transport facilities etc. The first four factors viz, 
increase in per capita income, introduction of new models, availability 
and cost of car financing have positive relationship with the demand 
whereas others leave an inverse relationship with demand for cars. 
The demand for cars in the future can be estimated with the help 
of making use of macro economic variables like growth in GDP, Per 
Capita Income etc. The demand for cars in the future is expected to 
come predominantly from the existing two-wheeler owner who will 
upgrade to a four-wheeler, due to rising income and necessity of car 
for personal transportation purposes. Therefore, excluding the owner 
of mopeds, the potential demand for cars in the next fifteen to twenty 
years can be take as 50 percent of the existing two-wheeler population 
of around 28 million units. But with the release of new models in the 
high end of the economy segment, the supply of second hand economy 
cars is expected to increase substantially, which will be costing just 
about two times the price of premium range two-wheelers. This could 
affect the demand for first hand or new cars. Also, with cross demand 
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from utility vehicles, availability of finance and other factor the above 
mentioned potential for car will be difficult to realize. Growth in the 
segment thus is expected to over around 15-20 percent. 
The dominance of economy segment will continue in the future, 
as it will provide large volume to Indian car industry. This is because 
a majority of customers for cars will graduate from two-wheelers. The 
demand for mid-sized and premium cars is expected to rise as new 
models enter the market, income levels rise and present car owners 
upgrading from the economy segment to high end cars 
Supply 
The supply of cars in Indian industry till 1991 was dependent 
upon the production capacity of individual players. The table 3.3 and 
graph 3.3(A) shows that the production of cars has increased from 
42,475 units to 181,420 units from financial year 1981 to 1991 
respectively. The growth in production of cars has varied in the last 
three decades from just 1 percent in 1970-80 to 21 percent in 1980-90 
and about 15 percent in 1991-96.During the financial year 2001-02 
the total production of cars went up to 564126 as against 210.95 
percent over the year 1990-91. The percentage of growth rate in 
production was lowest in the year 1997-98, 1998-99 and 2000-01 of 
showing decrease of (-1.60), (-2.65) and (-11.05) percent over the 
85 
Automobile (Car) Industries In India: An Analysis 
respective previous year^. 
Table: 3.3 The past production trends of cars in India. 
Year 
1980-81 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-02 
April 2002 -
July 2002 
Production 
42,475 
181,420 
183,227 
187,949 
207,658 
264,468 
348,146 
407,539 
401,002 
390,355 
577,243 
513,415 
564,126 
157,730 
% Change (over 
previous year) 
-
327.12 
0.99 
2.57 
10.48 
27.35 
31.64 
17.05 
(-1.60) 
(-2.65) 
47.87 
(-11.05) 
9.87 
Source: • Society of Indian Automobile manufacturer (SIAM) 
• Various issues of Auto Indian (Car Magazine) 
• India Infoline sector Report (www.indiainfoline.com.) 
Note: • Excludes the figures related to Daewoo and Honda Sales 
during January and February 2002 
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The major increase in production of cars in tlie eighties was 
done due to the entry of Maruti Udyog Ltd (MUL) in 1983. Which 
helped increase car production by 20,000 to 30,000 cars per annum till 
the early nineties. With the entry of Maruti Udyog Ltd., the face of the 
passenger car industry changed forever. Existing producers who had 
operated in a protected, high margin environment faced the prospect 
of not just diminishing market share, but a shift in focus from 
producing vehicles to selling them. But MUL made use of the 
opportunity open to its technologically superior product and increased 
its capacity from 100,000 cars in financial year 1990 to 350,000 cars 
in financial year 2001. 
The opening of economy in 1991, attracted world players of cars 
makers who joined hands with existing auto majors in India, to start 
their operations at the earliest. The first ones to enter in the field were 
Mercedes Benz in joint venture (JV) with Telco to manufacture E220, 
E 250D models, Peugeot in Joint Venture (JV) will PAL to 
manufacture Peugeot 309L, Fiat in Joint Venture (JV) with PAL to 
manufacture Fiat Uno. This had helped in increasing the number of 
models available to the customer from 8 to 30 and hence provided a 
wide choice to customer. This has also helped in reducing the average 
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waiting period and premium on cars, which were a part and parcel of 
car cost in the eighties. 
Export 
The passenger car exports in the eighties and early nineties had 
been very negligible as the companies were facing capacity constraints 
that were not even sufficient to supply to domestic market. The poor 
quality of cars as compared to international standards led to poor 
quality of exports from the country. 
In 1985, Maruti Udyog Ltd. (MUL) started exporting cars to 
neutralize the impact of foreign exchange outflow The exports of 
Maruti Udyog Ltd. (MUL) increased from 89 cars in financial year 
1987 to over 6000 cars in financial year 1990.The table 3.4 and graph 
3.4(A) show the overall export scenario of car industries in the 
country. The exports witnessed further momentum in the nineties to 
reach a volume of 37, 161 in financial year 1997. But from financial 
year 1998 onwards a southward trend was witnessed with declining 
sales of 20 percent to 29722 vehicles. The same continued in financial 
year 1999 with a further drop of 14 percent to previous year to 25,468 
units. Financial year 2000 saw lackluster exports with a 9 percent fall 
in export sales with touched 23271 units. The same continued in 
financial year 2000-2001 with a drop of 1.53 percent to the previous 
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year to 22913 units. The reason for harp drop in car exports has been 
drop in MUL's exports, which now accounts for 90 percent of the 
country's total exports . 
Table: 3.4 The Past Export Trend of Cars in India 
Years 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
April 2002-
July 2002 
Export 
89 
713 
1,408 
5,983 
5,323 
22,818 
24,181 
21,419 
20,406 
28,851 
37,161 
29,722 
25,468 
23,271 
22,913 
36,741 
19,383 
% Change (over 
previous years) 
-
701.12 
97.47 
324.92 
(-11.03) 
328.66 
5.97 
(-11.42) 
(-4.72) 
41.38 
28.80 
(-20.01) 
(-14.31) 
(-8.62) 
(-1.53) 
60.35 
Source: • Society of Indian Automobile manufacturer (SIAM) 
• Various issues of Auto car Indian (Magazine) 
• India Infoline sector Report ( www.indiainfoline.com.) 
Note: • Excluding the figures related to export of cars during 
December 2001, January 2002 & February 2002 
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However, export are expected to increase in the near future as 
for the first time, new entrants like Daewoo, Hyundai, Honda Siel, 
General Motors and Ford are busy investigating options in the world 
market. Daewoo has already made a beginning by exporting it small 
car Matiz to Italy. Also General Motors (GM) has commenced 
exported to Nepal and is further considering Sri Lanka a potential 
export market. Further Ford is scheduled to commence exports by the 
end of third quarter of year 2002. 
Market Share 
The table 3.5 shows the market shares of leading players in 
Indian car market during the period 1990 to 2001. The table indicates 
that Maruti Udyog Ltd. (MUL) has lost its market share during the 
past year from a high of around 82.66 percent during 1997-98 and has 
come down to 58.32 percent in financial year 2000-01. Offerings from 
new players like Ford, Hyundai, Daewoo and Telco have captured a 
substantial market share from Maruti Udyog. PAL Puegeot and Fiat 
India, which have commanded a good part of the market in financial 
year 1997,have fallen back on hard time. 
During financial year 2000, the economy cars as usual headed 
the passenger car rally. Maruti, which is facing a constant threat from 
Hyundai (Santro) and Daewoo (Matiz), come out with Japanese 
largest selling model Wagon R. g2 
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The mid sized segment saw some action signifying its growth 
potential. The car market, which had witnessed a flurry of 
New launches in the economy segment in financial year 1999 was now 
party to sleek entrants in the mid sized segment from Hyundai 
(Accent), Ford India (Ford Ikon), Daewoo (Nexia) and Fiat India 
(Siena). Also MUL (Baleno) and General Motors (Opel Corsa) 
belonging to the higher end mid sized segment also hit the ramp. The 
constantly escalating competition in the economy segment forced the 
players into further price cuts. Recently Maruti lowered the prices of 
its economy car is much between 24000 to 40000. 
Car Trend in National Marlcet and International 
Market 
Local Market Trend 
Car trend in national market particularly in the small car 
segment will drive passenger car sales in the near term. However, 
within the next two years, capacity is expected to be twice the total 
demand for cars. With developments in the small car segment 
acquiring a degree of stability in terms of price competition, the 
action is shifting to the mid-size car segment. Sales in this segment 
will pick up as new models come in and income levels raise but it is 
still some time till it comes anywhere close to the economy sized 
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segment. The wide availability of finance schemes by a variety of 
banks and financial institution also drive the car sales. Sales in the 
used car market is also expected to do well as more and more older 
models get replaced by newer ones at a faster pace. The coming in of 
Euro III and IV norms will also increase scrap page rates. 
In view of expected surplus in the domestic market, India will 
emerge as one of the leading car sourcing point in the Indian 
subcontinent. The consumers will be the beneficiaries as a result of 
marketing war, as they will be offered technologically superior 
products at better prices and with good terms and condition. The 
Survey Commissioned by BBC world conducted by ORG-Marg shows 
the trend in the local car market, the big fight is between Maruti and 
Hyundai. Nearly 30 percent of all future, buyers are consider in 
buying a Maruti (Zen), Hyundai (Santro) or Maruti (800), only 10 
percent are planned to buy Ford Ikon and 9 percent are inclined 
towards a Honda city^. 
International Market Trend 
The global automotive car market is growing a rate of only 2 
percent per annum and is not expected to pick up in the near term. 
Growth has dropped due to the increasing levels of saturation in the 
larger car markets of the world. Worldwide the trend is towards 
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ensuring that one's products are superior in terms of quality. This will 
enhance the useful life of cars and hence, slow down growth in sales. 
The global domination of the larger automotive manufacturers is 
slowly on the wane and the trend in sales is shifting towards more 
"regio-centric" products. Automakers that have been enjoying a 
generally prosperous spell would have to rethink on the way vehicles 
are designed, manufactured, distributed or sold. Already, players like 
General Motors (GM), Volkswagen and Toyota have begun to re-
examine their dealer relationships and pricing strategies. Car makers, 
would now have to think in terms of new Customer focus one provide 
better financing and servicing. 
Strategic tie-ups, mergers and acquisitions have become the talk 
of the day. A few instances are Daimler Benz's tie-up with Chrysler of 
the US, Ford's acquiring of Daewoo and tie-up with Volvo car 
corporation and Renault acquiring a stake in Nissan such deals would 
certainly lead to economy in term of costs but it remains to be seen 
whether they will also create significant new opportunities for 
growth^. 
Government Policy 
The policy of broadbanding capacities in the eighties led to 
increased utilization of capacity for four-wheelers in the industry. The 
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liberal policy on foreign participation through technical and financial 
collaboration in early eighties led to substantial product upgradation 
and introduction of new models. The Government of India (GOI) 
controls the car sector by way of framing policies depreciation norms, 
import duty on cars and parts used in it, petrol prices and import duty 
of steel. During the era of socialist inspired controls, the government 
protected the car industry from new entrants by making effective use 
of licenses. However, after liberalisation and with the consequent 
opening up of the auto sector in 1992-93 the License Raj ceased to 
exist. 
The perception of a car as a luxury good lead to heavy excise 
duty on cars. The excise duty doubled from 25 percent in financial 
year 1987 to 55 percent in financial year 1991. Till 1987, the 
Government of India (GOI) followed a discriminatory policy so as to 
charge lower duty on fuel-efficient car with engine capacity of less 
than 1000 cc. This helped MUL to price its car at a lower price in 
comparison to others. But with lobbying from Premier Automobile 
Ltd. (PAL) and Hindustan Motors (HM) government withdrew the 
provision in 1987. 
With the onset of the liberalisation process in early nineties, the 
government has continually rationalized the excise duty regime. 
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Presently, there is a duty of 40 percent (16%+24%) on motor vehicles, 
designed for transport of not more than six persons (excluding the 
driver). On vehicles designed for transport of more than six persons, 
but not more than 12 persons, the duty is 32 percent (16%+16%). Over 
and above the excise duty, cess by the Central Government, states are 
now charging a uniform sales tax of 12 percent. This comes in being 
after the 15"' of May 2000. Earlier, states used to charge sales tax 
varying from 3 percent to 14 percent. But Maruti Udyog Ltd., receive 
favourable treatment in terms of sales tax as well. 
In line with its treatment for luxury items import duties for car 
have been maintained high. In the 80's import duties varied between 
150 percent to 200 percent based on the engine capacity of a car. The 
import duty on cars and components leave comes down in the last few 
years in line with general reduction in import tariffs. In 1998's 
budget, the import duty on cars has also been further brought down 
from 50 percent to 40 percent ad-valorem. Substantial reduction in 
import duty has been intended in the budget of financial year 2000 for 
import of certain items, which would help the industry to reduce the 
emission level of vehicles. The import duty on catalytic converters 
and parts used in it has been reduced from 25 percent to 5 percent. 
The duty on CNG Kits and parts there of have been reduced from 10 
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percent to 5 percent. The import duty on auto components will be a 
key factor in deciding the final pricing of cars as new ventures start 
with about 50 percent indigenisation levels. The reduction in import 
duty on steel in the last few years has helped the industry in reducing 
raw material costs as major steel requirement of car industry was 
imported. Even today all CKD/SKD imports include metal pressed 
body panels ' . 
Policy on Petroleum Products, Auto Emission and 
Depreciation 
The prices of petrol and diesel were regulated till recently by the 
government as part of its policy on petroleum products management. 
However, since 1997, the prices of these fuels have been deregulation 
and linked to the movements in international prices. As a result, 
already, the price of diesel has been raised twice, the latest by a huge 
40 percent. This dismantling of the Administered Price Mechanism 
(APM) of petroleum products will reduce the cost disadvantage of 
petrol driven cars. On the vehicle emission front, judicial activism has 
guided the government to take certain policy measures in the recent 
past, which has led to stricter emission norms for automobiles. As per 
a supreme court judgment banning registration of all non Euro I 
complaint cars with in Delhi, all vehicles should become Euro I 
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compliant by April 2000 (in the National capital region of Delhi, Euro 
II norms are now in operation) As a result, almost all the existing 
players and new entrants have started introducing models complying 
with said norms. This development has led to an increase in the prices 
of cars, which by an estimate, could be anywhere between 10 to 15 
percent. 
The depreciation norms have effect on demand for cars as 
institutions purchase cars for use by managerial staff and claim 
depreciation in their books. With this the companies are benefited 
from tax shelter provided by depreciation. Therefore any change in 
depreciation norms affect the demand from this segment. The 
depreciation benefits, which accrue to institutions and corporate 
buyers, were slashed from 33.33 percent to 20 percent in 1990. This 
led to decrease in demand from this segment for a short period. But 
with increase in depreciation rate to 25 percent in 1994, corporate 
demand was restored. 
Automotive Policy 
In a policy announcement in financial year 1994, the government 
had permitted foreign car producers to invest in the automobile sector 
in India and hold majority stakes. The objective of the policy was to 
build automobile production capabilities in the country, with minimum 
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foreign exchange outflows. The key conditions of the policy related to 
production, imports, exports, level of indigenisation and foreign 
equity inflows. Since all the new ventures involved the import of 
capital goods and CKD/SKD kits, the promoters had to fulfill certain 
export obligations. They were also required to provide an 
indigenisation program. However, these conditions were framed in the 
nature of Memorandum of understanding (MOUs) which the new 
ventures had to sign with the Directorate General of Foreign Trade 
(DGFT). 
In the last three years many of the companies failed to live up to 
their export commitments, which made it difficult to obtain permission 
for importing additional CKD/SKD kits. In addition, the uncertainty 
regarding the threshold level for classifying imports as CKD/SKD or 
component imports continues. Currently, the threshold level is set on a 
case to case basis where imports below a certain percentage of the 
total value of the car are being charged duty that is applicable to 
components (30 percent), while imports above this percentage are 
being charged at the rate applicable to CKD/SKD (45 percent). The 
industry wants the threshold level to be at 70 percent while the 
government wants it to be at 35 percent'". 
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In November ' 9 7 ' , the Cabinet Committee on Foreign Investment 
(CCFI) cleared a new policy for permitting new car ventures. It 
addresses the aspect of indigenisation level and exports by the new 
venture. The main proposals of the policy were: 
• The new venture would have to indigenie up to 50 percent within 3 
years and 70 percent by the end of seventh year of staring 
commercial production. 
• They will leave to invest a minimum of $50 million as equity 
capital over a period of 3-4 years. 
• The venture will have to become foreign exchange neutral over a 
period of 5-7 years. 
• The ventures will be allowed to export components and ancillaries, 
apart from cars. 
• A moratorium of 2 years would be given to companies for meeting 
the export commitment. 
Auto policy 2002 - major highlights 
The auto policy was announced in March, 2002 with a vision to 
establish a globally competitive Automotive Industry in India and to 
double its contribution to the economy by 2010. It aims to promote 
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integrated, phased, enduring and self-sustained growth of the India 
automotive industry. 
Its main objectives are: 
• Exalt the sector as a lever of industrial growth and employment 
and to achieve a high degree of value addition in the country 
• Promote a globally competitive automotive industry and emerge as 
a global source for auto components 
• Establish an international hub for manufacturing small, affordable 
passenger cars and a key center for manufacturing tractors and 
two-wheelers in the world 
• Ensure a balanced transition to open trade at a minimal risk to the 
Indian economy and local industry 
• Conduce incessant modernization of the industry and facilitate 
indigenous design, research and development; steer India's 
software industry into automotive technology 
• Assist development of vehicles propelled by alternate energy 
sources and development of domestic safety and environmental 
standards at par with international standards . 
The new policy is expected to provide development of 
ancillarisation and increase employment opportunities. But for some 
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of the new car venture, auto policy will be a speed breaker as they 
have to sign a new (MOUs) with the government and make necessary 
arrangement to need the new policy. 
In brief the first car rolled out by Hindustan Motors way back in 
1942, since then there was leaps and bounce in the production, sales 
and export of car industries in India. Growth trend in the production 
of cars has varied in last three decades from just 1 percent in 1970-80 
to 21 percent in 1980-90 and above 17 percent in year 2002. The 
major increase in the production of cars in the decade was due to entry 
of Maruiti Udyog Ltd. in 1983. Growth trend in the sales of cars have 
witnessed from Just 3.5 percent in 1960-80. With the entry of Maruti 
Udyog Ltd. and with more favourable policy framework resulted in an 
annual growth rate of 18 percent in sales from 1981-90 and above 14.4 
percent reach during 2000. However during 2000, with the revival of 
economy, the sales growth witnessed of 56 percent over the previous 
year and there after the year 2001 and 2002 review difficult one for 
the Indian car Industry due to the over all depressed sentiment in the 
economy; the cooperative bank crisis, bearish sentiments in the stock 
markets, Gujarat earthquake etc. The passenger car export in the 
eighties and early nineties was very negligible, as the entry of Maruti 
Udyog ltd., the export review to increase from 89 cars in year in 1987 
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to 36741 cars in 2002. Maruti Udyog ltd shares the 90 percent of car 
export. In the recent past years number of new manufacturer were 
there in the passenger car rally. The liberal policy announce by the 
government of India on the foreign participation through technical and 
financial collaboration led to substantial upgradation in the car sector. 
The government control in the car sector by way of framing policies 
on depreciation norms, import duties on cars and parts used in it, 
petrol prices and import duty of steel. The policy announced during 
March 2002 with a vision to establish a globally competitive 
automative Industry in India and to double its main contribution to the 
economy by 2010 and its main aim is to promote integrated, phased, 
enduring and self-sustained growth of the Indian automobile Industry. 
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CHAPTER IV 
PROMOTIONAL STRATEGIES OF AUTOMOBILE 
INDUSTRIES IN INDIA 
(ftomotion is the major component of a company's total 
marketing mix along with product planning, pricing and distribution. 
When planning the total promotional program in a company, 
management must ordinarily make use of the campaign concept. "A 
campaign is a co-ordinate series of promotional efforts built around a 
single theme or idea and designed to reach a predetermined goal". The 
term "campaign" is often in connection with advertising and it seems 
more appropriate to apply the concept of a campaign first to the entire 
promotional program. Then the total promotional campaign can be 
subdivided into its advertising, personal selling and sales promotion 
components' . 
In developing a promotional campaign company should establish 
the campaign goal as to aim at consumer of their product, segmenting 
the market according to their product or services. Geographically a 
company has local regional and national campaign depending upon the 
availability of funds and objectives. The factor which should influence 
the promotional mix are the amount of money available for promotion, 
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nature of the market, nature of the product and the stages of the 
product's life cycle. 
Determination of Promotional Mix 
Management of a company has to determine what combinations 
of advertising, personal selling and other promotional tools will make 
the most effective promotional program for a company. The factor that 
influencing the promotional mix are the amount of money available 
for promotion, nature of the market, nature of the product and the 
stage of the product 's life cycle^. 
Funds Available 
Regardless of what may be the most desirable promotional mix, 
the amount of money available for promotion is the real determinant 
of the mix. A business with ample funds can make more effective use 
of advertising rather than an enterprise with limited financial 
resources. Small or financially weak companies are likely to rely on 
personal selling, dealer displays, or joint manufacturer-retailer 
advertising. The lack of money even forces a company to use a less 
efficient promotional method. As advertising can carry a promotional 
message to far more people and at a lower cost per person than a sales 
force can. 
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Nature of The Market 
The decision on the promotional mix has been influenced to a 
great extent by the nature of the company's market. This influences 
the geographical scope of the market, concentration of the market and 
the type of customer. 
Geographical Scope of The Market: Personal selling may be 
adequate in a small local market, but as the market broadens 
geographically, greater reliance must frequently be placed on 
advertising. 
Concentration of The Market: The total number of prospective 
buyers is one consideration. The fewer potential buyers there are the 
more apt a seller is to stress personal selling rather than advertising. 
Another consideration is the number of different types of potential 
customers. A market that is concentrated is one type of customer or 
industry will call for a different promotional mix from that required 
when a firm sells to many different customer groups. As a company 
selling its goods nationally, it may find its market concentrated in 
relatively few spots. In this type of market concentration, emphasis on 
personal selling may be feasible, where as it would be unrealistic if 
the potential customer were widely distributed all over the country. 
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Types of Customers: The promotional strategies are influenced by 
whether the business is aiming its sales campaign at industrial users, 
household consumers, or middlemen. As a promotional campaign 
aimed at retailers will contain a great percentage of personal selling 
that will a program designed to attract household consumers. In many 
situations the middlemen may strongly influence the promotional 
strategy used by a manufacturer. 
Nature of The Product 
Consumer products and industrial goods frequently required 
different strategies, within the category of consumer goods, a 
promotional mix is influenced by whether the product is generally 
considered a convenience, shopping or specialty item. In industrial 
goods installations are not promoted in the same way as operating 
supplies. Company marketing convenience goods normally rely 
heavily on manufacturers advertising, in additional to using dealer 
displays. As of industrial goods, the promotional strategy behind 
installations usually features heavy emphasis on personal selling^. 
Stages of Product Life Cycle 
Promotional strategies for a product are influenced by the life 
cycle a stage of a product is in at any given time. The detail in the 
advertising strategies of the automobile industries is discussed further. 
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Advertising Objectives 
Effective advertising planning is an extension of the basic 
marketing plan and it objectives is derived from it from the overall 
marketing objectives, the advertising goals or communication 
objectives are designed. If the marketing objective states that the 
market share should increase from 25 percent to 35 percent within 12 
months, the advertising objective could state that to achieve such a 
marketing objective, advertising or communication goal could be to 
increase recall of brand through advertising or increase consumer 
awareness about the brand. Renowned author Russel H. Colley's book 
titled defining advertising goals for Measured Advertising results. 
"The advertising objectives as an advertising goal is a specific 
communication task to be accomplished with a specific audience in a 
specific period of time"'*. The advertising goals have been classified 
as: 
Information Objective: which is most pertinent in the pioneering 
stage of a product life cycle, where it is important to educate the 
consumer about the product. 
Persuading Objective: Is important in the competitive stage when a 
company needs to build brand preference visa a via a competitive 
brand. 
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Reminder Objective: Is applicable in the retentive or maturity stage to 
ensure that brand remains top of mind with the consumers. The 
advertising objectives include. 
o Creating a specific position or image for a product. 
o Reinforce the positioning of a brand. 
o Build brand awareness. 
o Generate consumer trials 
o Inform and educate the customer about a product/service, its 
usage and benefits. 
o Build corporate images. 
Market 
Market segmentation is the process of dividing the consumers 
or market into distinct groups of potential buyers with homogenous 
needs. Importantly, market segmentation is an approach whereby the 
customer receives the key focus. In segmenting the market firstly 
company should identify a specific market and the needs of the 
customers within it and then attempt to satisfy those needs. To draw 
an analogy, it is the 'rifle ' Vs 'shot gun' strategy i.e. pinpointed 
targets and focused plans Vs broad target and scattered efforts. 
At all people do not buy all types of products because of their 
income, style, behaviour, life style and age. As people in different 
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income groups differ in their wants and ability to spend. Therefore, 
for many technology driven and expensive product it mighty makes 
sense to concentrate one's efforts on the upper income group^. 
Automobile Industry has divided its market on the bases of 
income group, behavioral aspects, life style, purchasing power and 
age. As Maruti 800 was focus to the middle class and price conscious 
segment where as Tata Safari or Honda City for upper class affluent 
people. The Survey commissioned by BBC world and ORG-Marg in 
six cities of 1400 respondent shows that Ford Ikon has a higher 
popularity among 25-34 years old where as, Honda City is more 
popular in the 35-44 age group and the oldies in the age bracket of 45-
54 prefer a Maruti Zen^. 
Sub-divide a market by introducing more characteristics moving 
beyond segments into niches a market segment is a gross slice of the 
market where high income car buyer or a market niche is a smaller, 
specially formed segment as high income car buyers who want trendy, 
rough, high performance car. Where as a segment usually attracts 
several competitors, a niche typically attracts fewer competitors. As if 
Maruti Suzuki is selling its car in all major segments where as 
Hindustan Motors (Ambassador) is aiming at the niche of the hi-
powered car. 
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Factor for Segmentation the Market 
The factors for segmenting the market include Geographic, 
Demographic, Phychographic and Behavioural. 
Geographic 
Geographic segmentation calls for dividing the market into 
different geographical units such as nations, states, regions, cities, 
rural and urban areas. A company can decide to operate in one or a 
few geographical areas or operate in all but pay attention to local 
variations in geographic needs and preference'. As the tractor 
manufacturer concentrated their market to rural areas whereas car 
manufacture concentrated their market to the urban areas. As the 
survey conducted by ORG-Marg in six cities shows that buyers of 
Mumbai and Chennai were more skewed towards vehicle performance, 
while the buyers of Delhi and Bangalore give greater weightage to 
comfort and the user in Kolkata and Hyderabad were more inclined 
Q 
towards the vehicle design . And as the automobile Industry conduct 
the advertising campaign on the basis of the product attribution on the 
following feature mentioned. 
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Demographic Segmentation 
Demography stands for the study of population. Demographic 
segmentation consists of dividing the market into groups on the basis 
of demographic variables such as age, sex, family size, family life 
style, income, occupation, education, religion, race and nationality. As 
demographic variables are the most popular basis for distinguished 
customers groups, since a person's wants, preferences, attitude, 
opinions are often highly associated with demographic factors. As 
Hyundai's four-year-old car Santro giving a new and fresh positioning 
as the old positioning of the Santro as a "family car" is being changed 
to that of a "Smart" car for young people. The new advertising 
campaign feature by Pretty Zinta a young and vibrant Bollywood 
actress along with brand ambassador Shah Rukh Khan. As Hyundai 
motors shifted Santro a fresh new positioning from a complete family 
car to a Sun Shine Car denoting ''a fresh new attitude and a changing 
your life positioning'' as Pretty Zinta the sun shine girl as represent 
this fresh new positioning and attitude. According to Hyundai 
executives the average age of a car owner has decline from around SO-
BS three years ago to 25-30, primarily because of changing lifestyles, 
cheap and easily available finance. As the buyers are young though 
promoting the Santro as a family car, it promoted as a car that can 
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change the life of a young person. Pretty Zinta play an important role 
in the make over as the physical embodiment of Shine and however 
Shah Rukh Khan continues to remain the brand ambassador for 
Santro^ 
Psychographic Segmentation 
In psychographics segmentation, buyers are divided into different 
groups on the basis of social class, lifestyles, like and dislikes and 
other personality characteristics. People within the same demographic 
group can exhibit very different psychographics profiles. As Hero 
Honda Motors aimed its 'Ambition bike' at the rebel inside each 
teenager who is trying to fight the laid down norms of society and has 
a ambitions personality in them. As advertising campaign of Mercedes 
E class aiming to the class of an outgoing life style^". 
Behavioural Segmentation 
Behavioural segmentation, where one analyses the consumer's 
usage related behaviour or response to a particular product, such as 
benefits sought, use occasions, usage frequency, user status (i.e. heavy 
user, non-user, light user) under this type of segmentation, consumers 
are divided on the basis of their knowledge, attitude, use, or response 
to a product. It is been noticed that during the time of festivals an 
Indian consumer buy product specially during Diwali and Christmas. 
116 
- Promotional Strategies of Automobile Industries in India 
The manufacturer during that time emphasis their product to these 
customers by providing special discount offer and rebate. The Hyundai 
motor aimed its Santro by its advertising message as 
""Merry Christmas and a sunshine filled new year''^^. 
Targeting 
It is this very process of evaluating various market segments and 
the opportunities that each offers before deciding on how may and 
which segments to serve. Therefore targeting is essentially a two-stage 
process it involves. 
• Evaluating the market segment 
• Selecting the market segments, considering opportunities and 
resources 
Selecting the l^arket 
Select ing the Market cons ider ing the following steps; 
Single Segment Concentration 
A company can select one single segment. The reasons for this 
could be limited resources, specialisation desired, limited wish or 
simple image. This form of segment selection by Hindustan Motor, 
which through ''Mitsubishi Lancer" has selected the segment of upper 
class market. 
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Selective Specialisation 
The company selects a number of segments based on their 
profitability as also the companies own objectives and resources. 
Selecting multi-segments to service, helps a firm in spreading risk i.e. 
even if one segment stops growing, the company has other segment to 
fall back on. As Hyundai Motors, which has different models of cars, 
like Hyundai Santro, Hyundai Sonata, Hyundai Accent these all 
models are targeted to the different class of the society as Hyundai 
Santro has been targeted to the price-valued conscious people whereas 
the Hyundai's Sonata targeted to the luxury class people. 
Production Specialisation 
In this option the company specialises in producing a 
particular product type, which it sells to various segments. This 
involve providing different models with variation for different 
customer needs as Maruti's Zen model like Zen LX, Zen VX Zen VXi 
as Zen Lx does not having power steering or power window where as 
Zen VXi does have. 
Full Market Coverage 
The Company serves an entire market with a wide range of 
products. As Maruti Udyog Ltd., which is serving the complete market 
as Maruti 800 to middle class people where as Alto, Zen, Wagon R to 
118 
Promotional Strategies of Automobile Industries in India 
upper middle class people and whereas Esteem and Belano to the 
luxury class people. 
Message 
As company has divided its market and targeted there product to 
the particular classes of people and the company to communicate an 
advertising message to the targeted audience. According to Ravi Gupta 
an advertising professional say in designing an effective message the 
following things must include by company, it should relevant to the 
target audience, the massage should be short simple and crispy, it 
should sharply focusesed and talks of key benefits, it must be 
memorable, as it involve the prospect of the company and its focus 
on the objectives of the company. A study conducted found that the 
effect of the creativity factor in a campaign is more important than the 
amount of money spent*^. 
The message must be created keeping in mind the segment being 
addressed a-s evaluate some of the most memorable campaigns by 
Hindustan lever's " S u r f that "Surf Ki Kharidaari mein hi-Samajhdari 
hai" or the latest "Dhoondhte reh jao ge" campaigns or "Utterly 
Butterly Delicious by Amul" are some of the advertising which have 
high recall value. 
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The Theme of the Message 
Every advertising must communicate a focused message, which 
is in keeping with the objectives. And there are certain considerations 
must take into account as the status of the product, as it a new concept 
or just another brand. If new brand, then the message must focus on 
the features, usage and applications. On the other hand advertising for 
a product facing competition in its category will emphasize the 
advantages and benefits over other. There is also an advertising that 
attempts to create a specific positioning like the Hyundai's Sonata car 
is positioned as a premium luxury car for the higher society. The 
advertising messages use various appeals in order to attract the target 
segment. 
• Emotional Appeal: The message uses emotions like love, care, 
humor, pride, fun, Joy and guilt. As the advertising message made by 
the Maruti 800 as it appeal as the family car without it there is nothing 
in the family. 
• Rational Appeal: The messages are more products specific in 
nature and therefore focus on quality, economy, value or performance. 
As the launching advertising for Ambassador 1800 ISZ on television. 
The advertising message focused about the new engine, the gear 
system and breaking system. 
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• Moral Appeal: It stirs up the sense of belonging the product of our 
nation. As the advertising campaign by Bajaj Auto as "'Hamare Bajaj" 
and Hero Honda Motors as ''Desk Ki Dhadkan". This advertising does 
not talk of the products attributes as how it work, why is it better than 
other scooters or motor cycles. It only highlight that Bajaj or Hero 
Honda is cutting across all age groups, cultures and regions and is 
everyone's favourite. There is no detailed message in the advertising, 
all that the advertising says is ""Hamara Bajaf or ''Desk Ki Dftadkan". 
The focus is more on reinforcing the presence of a product in the 
market, besides this it may also highlight or build corporate image and 
thereby favourably enhance the product perception. 
Presentation of the Advertising Message 
As the theme of the advertising message is being ready to 
focus to the particular segment then for the presentation of the 
advertising message by the advertiser must consider. How to draw the 
attention of the targeted audience so that it get noticed, inspite of the 
clusters of advertising, generate interest in the advertising by the 
consumer so as to make the consumer involved enough and gain a 
favourable reaction and the most to memorable the advertising 
message, so the message must be easily recall and maximum 
awareness about the product. The elements, which put together work 
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towards building an interesting and memorable advertising, include 
visuals, music, colour, models and copy. 
• Visuals: Audience while turning the pages of magazines or 
newspapers or watching television many a time, stop to see certain 
advertising. Which may attract the audience by the size of the 
advertising, length of the advertising, the layout or the scene 
portrayed. As TELCO launch its "Indica" released full-page colour 
advertisement in national dailies and magazine, presently Indica 
advertised on dailies and newspapers with different variant of colour 
and with the different angle. 
As advertising presented by the Ambassador in the magazines 
which shows that Ambassador is moving on the desert where there is 
no vehicle or even the people, or as the advertising presented by the 
Ford Ikon where it shows that it moves on the high mountains or even 
on the hilly river and presenting it by saying the ''Josh Machine"". 
• Colour: To build an interesting and memorable advertising use of 
bright colour or black and white. Advertising in a coloured magazines 
makes the advertising stand out, as Telco Indica advertising released 
in a magazines, which was all in black and white except the car were 
coloured that bring creative attraction of the audience towards the car. 
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Some of the advertising use an interesting contrast of black and white 
clips mixed with some coloured visuals. 
• Model: The model may catch a viewer's attention because the 
viewers may associate with them and may aspire to be like them. The 
model is a credible advisor for a product category and also helps in 
enhancing the corporate image. Use of actual consumers or " real 
people" for referrals also builds strong association with the target 
market as Fiat Palio advertising featured by Tendulkar, Maruti Versa 
by Amitabh Bachchan and his son Abishek Bachchan and hyundai's 
Santro been featured by Shah Rukh Khan and Pretty Zinta that attract 
viewers and influence them. As Hyundai's Motor positioning of the 
Santro Car as a "family car" earlier and now been changed to "a smart 
car for young people". Since the company promoting the Santro car 
for the young people and the promotion campaign being done by the 
brand ambassador Shah Rukh Khan and vibrant Bollywood actors 
Pretty Zinta being as a sun shine girl in the Bollywood and represent 
the fresh new positioning of Santro car as a car that can change the 
life of a young person. 
• Copy: This is the actual message, delivered either verbally or in 
written form. In the print medium, advertising, copy bears the 
following components. 
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o Headl ine : It is the first thing read and must catch the interest of 
the consumer. A headline could be curiosity invoking, may promise a 
new benefit or may just use distinctive statement to catch attention. 
They are typically big and bold, as they need to stand out. As the 
advertising message of Maruti Udyog Ltd. used a bold headline "3 
times in a row"". As Maruti Udyog had received No. 1 name plate in 
the customer satisfaction in the J.D. Power Asia Pacific study for year 
2000,2001 and 2002. 
o Body Copy: This follows the headlines and presents details about 
the products or services and explains the promise of the headline. In 
the launch advertising of Telco's Indica, the copy, spoke of the unique 
feature fuel efficiency, mechanical, powerfulness and efficiency and it 
then went on to explain in detail the benefits to the customer. 
o Sign off l ine: It may be a summing up of the advertising message 
or a definite positioning statement as the Opel Corsa's ''Aucting 
baby"" the detail of the advertising messages of different automobile 
are as given in the table 4 .1 . 
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Table: 4.1 Advertising Messages of Indian Cars 
Manufacturing/Brand Advertising Message 
Alto 
Baleno 
Gypsy 
Wagon R 
Versa 
Mistubishi Lancer 
Honda (Honda Siel Car 
India Ltd.) 
Honda City 
Fiat Siena 
Opel Corsa 
Ford Ikon 
Tata Indica 
Hyundai 
Santro 
"Its known to be the strongest form of 
temptation" 
"The Hottest little Car" 
"Sleek, Silent, Spirited" 
"Japanese performance finally meets 
European styling" 
"There is a gypsy in everyone" 
"Mood elevator for the pedal-happy" 
"Two luxury car in one. The whole story told 
in one Breath" 
"Nothing drives lie a lancer" 
"The Power of Dreams" 
"I t ' s a heady mix of power and economy even 
nature will approve" 
"Take control Driven by passion" 
" Aucting Baby" 
"The Josh Machine" 
"With due apologies to small cars, size does 
matter so do power, economy safety and 
style". 
"A complete Family Car" 
"The Sun Shine Car" 
Source: India Today, Autolndia, Overdrive, Businessworld etc.. 
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Media 
The 1990's are an era of media boom time for advertisers. Not 
so long age, the Indian media scene was much different. Television 
was yet to into its own, radio was popular, newspapers and magazines 
reasonable circulated. Today it is totally different picture. Consumers 
watch anything from Doordarshan to Star, Zee, Sony, CNN and Video 
cable consumer have an option of at least two newspapers in all A and 
B class cities. And there are magazines galore from saving and society 
to Manorama and India Today to Business World and Advertising and 
Marketing Magazine and of course cinema or the omnipresent 
hoarding and kiosks. These advertising media that the major 
automobile industry that use is mainly the class magazines, 
newspapers, dailies, billboards, hoardings, radio and television. The 
main emphasis of the advertising media is class magazines i.e. 
Business Today, Advertising and Marketing, Outlook, Auto India, 
Overdrive, Film fare and important daily news papers are The 
Hindustan Times, The Times of India, The Hindu, The Tribune, apart 
from the above print media the other media that were adopted by the 
automobile industries were big hoardings, banners, neon signboards, 
danglers, posters, wall painting and brochures. The electronic media 
used by automobile Industry were mainly Television and Internet. 
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Consumer Satisfaction Ranking 
J.D. Power Asia pacific conducts customer satisfaction research 
and consulting in the automobile Industry. The survey conducted by 
the J.D. Power Asia pacific on the consumer satisfaction during the 
year 2000, 2001 and 2002 were Honda Siel and Maruti Udyog share 
the top ranking in the customer satisfaction with the score of 115, four 
index point better than the. Industrial average according to the 2000 
India customers satisfaction index study. Compared to 1999, Maruti 
Udyog improves by 3 index points while Honda Siel's Consumer 
satisfaction index (CSI) score has declined by 6 index points. Where 
as during 2001 Maruti had ranked better than all by 119 points which 
is 4 index more than that of 2000 and increase 6 index more than that 
of the industrial average 113 index and on the other hand Honda Siel 
had also increase from 115 to 117 during 2001 which is 4 index more 
than of the industrial average and by year 2002. The Maruti Udyog 
was the top among the all by 124 indexes, which is 5 indexes more 
than that of the previous year 2001 followed by the Hyundai motor by 
118, which is 3 indexes more than that of the industrial average*"*. 
Maruti Udyog leads the industry on service advisor and service 
performance, two factors contributing more than 50 percent to 
consumer satisfaction index (CSI). In comparison, Honda Siel 
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maintains its industry-leading performance on problem experienced 
and service timing. Hindustan Motors (Mitsubishi Division) rank third 
with a CSI score of 113, 114, 116 during 2000, 2001 and 2001 
respectively followed by Hyundi Motors with the score of 112 during 
2000. These two round out the makes performing above the industry 
average. For both makes, a low number of problems experienced is an 
area of strength. Additionally, Hindustan Motors (Mitsubishi 
Division) records close to industry-leading performance on service 
advisor, while facility appearance is strength for Hyundai. 
General Motors, Daewoo, Mahindra, Ford, Fiat and Telco rank 
below the Industrial average in 2000, 2001 and 2002 Consumer 
Satisfaction Index (CSI) ranking, respectively all these makes have 
witness a decline in their CSI scores compared to 1999 except General 
Motors, Which has maintained its 1999 except performance. All the 
makes rank below the Industrial average perform poorly on the 
problems experienced and service performance factors, which account 
for more than 60 percent of customer satisfaction. Graphic 
representation is made in fig. 4 .1 . 
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The study finds service standards having a great impact on 
customers satisfaction. While individual dealership standards may very 
in detail, J.D. Power Asia pacific measures dealer execution of 1 Score 
standards performance during the services process. The study shows 
significant increase in the implementation rates for these activities. For 
example, in 1999, only 35 percent of customers were contacted after 
service and 53 percent received a copy of their work order before 
starting service. The corresponding implementation rates in 2001 are 
much higher at 55 percent and 72 percent during 2002. 
The survey includes responses from 2348,3067 and 31811 during 
2000, 2001 and 2002 respectively who were new-car owners of more 
than 20 different models representing 11 different makes. The factor 
determines customer satisfaction performances are (in order of 
important): problems experienced, service advisor, service 
performance service timing and facility appearance. 
The Changing Promotional Strategy with Product 
Life Cycle 
Parallel to the stages of the product life cycle (PCL), which 
are introductory, growth, maturity and decline, there are stages 
through which advertising passes*"*. These stages are pioneering, 
competitive, and retentive. Representation of the changing 
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promotional strategies along with the product life cycle is made in fig. 
4.2. 
F i g . 4 . 2 : A d v e r t i s i n g s t a g e s i n t i i e p r o d u c t l i f e c y c l < 
P i o n e e r i n g C o m p e t i t i v e 
or C o m p e t i t i v e 
Re ten t i ve N o Adv t . 
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Pioneering Stage 
In the introductory stage of the product life cycle, when a 
product is of a new kind or a pioneer in the market or is an innovation 
over similar existing market or is an innovation over similar existing 
products, consumer's awareness is at its lowest. However, in the 
pioneering stage, the company educated the consumer about the new 
concept and communicated as the strengths in the product, telling 
them that the product exists, how it may be used. In this stage a seller 
must stimulate primary demand-the demand for a type of product -as 
the demand for a type of product-as contrasted with selective demand 
- the demand for a particular brand. As a scooter is known product but 
scooter like Kinetic Honda introduced with unique features like the " 
ignition start system" made it a new product. Normally, heavy 
emphasis must be placed on personal selling, trade shows are used 
extensively in the promotional mix, rather them call on each customer 
individually, the company can promote its new product at a home 
show, automobile show, or some other type of trade show, where the 
prospective customers will come to the seller 's exhibit. Manufacturers 
rely heavily on personal selling in attracting middleman to handle a 
new product. As with the launch of Telco's Indica during 1997, the 
heavy promotional campaign was made in the major newspapers, 
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magazines and on television and it also made heavy advertising 
campaign in the Auto Expo, which was held during the month of 
November at New Delhi. 
Competitive Stage 
Competitive stage is the second stage of the product life cycle 
i.e. the growth stage, competition make an appearance and starts 
giving the innovator a run for its money. At this point, a consumer's 
concern is not what the product can do or what is it all about but 
rather, the consumer wonders which is a better brand. Prior to the 
launch of Hyundai's Santro, Maruti 's 800cc car and Zen dominated the 
car market with over 72 percent market share. With Santro, entering 
the arena, customer got another option lower in cost better in 
performance. The battle become tough and Maruti 's launched Alto. 
Maruti 's Udyog ltd. (MUL) had also slashed its price of different 
models with around 12000 to 38000. In this scenario the consumer 
wants to know which is a better brand and why is it better. The 
advertising of Maruti, talks of the advantage it has over the other 
brands the unique differential benefit that it offers. 
In this stage therefore, the stance shifts to highlighting of 
advantage over competition and may become comparative in nature. In 
recent years, such advertising has become extremely aggressive with 
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companies openly taking their competitor's name and highlighting its 
own strengths over the competitors. In the competitive stage of 
advertising have the following characteristics. 
> Helps the consumer to answer, which brand is the best to buy and 
why is this brand better. 
> Creates a preference for brand over competitors. 
> Highlights the advantages or unique differential benefits of the 
brands. 
> Helps the consumer to "Evaluate Options". 
Retentive Stage 
A product in the maturity stage of its life cycle is well 
established, has gained consumer loyalty beside wide scale 
acceptance. Therefore, the comparative approach in the advertising 
message is under played, since consumer do not want to know about 
the product usage or its advantages and benefits over competitive 
brands. On the contrary, the advertising in the retentive stage takes 
the role of maintaining its existing consumers by reinforcing its 
pressure in the mind of the consumers. As the ''Hamara Bajaf 
advertising campaign, the advertising does not talk of the scooters 
attributes, how it works, why is it better than other scooters. It only 
highlights that Bajaj is cutting across all age groups, cultures and 
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regions and is everyone's favourite. There is no detailed message in 
the advertising; all that the advertisement says is "Hamara Bajaj", the 
focus of retentive advertising is more on reinforcing the presence of a 
product in the market. Besides this it may also highlight or build 
corporate image and there by favourably enhance the products 
perception. Retentive advertising is today also talk the route of social 
and humanitarian causes to establish or build corporate image as 
''Plant more trees'" or ''Keep your city clean" advertising undertaken 
by Maruti Udyog Ltd. (MUL). 
Decline Stage 
Finally in the decline stage of the product's cycle the 
advertising may be absolutely minimal or none at all since the return 
on the advertising rupee is likely to be nil from a dying brand*^. 
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Advertising Preference in Automobile 
Industries 
The survey commissioned by BBC world and conducted 
by ORG-Marg in six cities by 1400 respondents show's that Hyundai 
Santro's advertising was like the most by 27 percent followed by 
Maruti Zen by 14 percent, Maruti 800 by 9 percent, Ford Ikon by 6 
percent, Maruti Esteem by 5 percent, TATA Indica by 3 percent, 
Daewoo Matiz by 3 percent, Honda City by 1 percent and Tata Safari 
by 1 percent'^. The graphic representation of the data is shown in fig. 
4.3. 
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The survey find out the advertising awareness by the following 
respondents on the different automobile and find that the Hyundai 
Santro was awared by 49 percent followed by Maruti Zen by 37 
percent, Maruti 800 by 31 percent, Maruti Esteem by 28 percent, Tata 
Indica by 24 percent. Ford Ikon by 19 percent, Honda City, Tata 
Safari and Daewoo Matiz by 7 and 6 respectively the graphic 
representation of the advertising awareness is presented in fig. 4.4. 
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The survey also shows that Maruti 800 enjoys the highest brand 
recall among all the cars in the Indian car market by 79 percent, the 
single largest selling car with a market share of 80 percent. Zen is a 
close second at 76 percent, followed by Santro at 73 percent, Maruti 
Esteem at 60 percent. Ford Ikon at 51 percent, Tata Indica at 43 
percent, Daewoo Matiz at 31 percent, Honda city at 22 percent and 
Tata Safari by 20 percent, the presentation of the data is shown in fig. 
4.5. 
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The survey also find out that the most admired car among post-
purchase is Maruti Zen followed by Maruti Esteem and Maruti 800 and 
the most admired car before purchase were Maruti 800 followed by 
Hyundai Santro, Maruti Zen, Maruti Esteem, Tata Indica and Ford 
Ikon^ .^ The graphic representation of the data has been mention in fig. 
4.6. 
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In brief the promotion is the major component of a company's 
total marketing mix along with product planning, pricing and 
distribution. The factor that influence the promotional mix are the 
amount of money available for promotion, the nature of the market, 
the nature of the product and the stages of the product 's life cycle. 
The advertising goals of automobile are generally, to build up of a 
particular brand, information dissemination about sales, service or 
event and advocating of a particular cause. The advertising massages 
used by the automobile industries were based on the emotional and 
rational appeal in order to attract the target market. 
It is observed that the day-by-day number of new models and 
brands are being launched in the market. It is hard to survive in the 
market alone with advertising only. In such situation, direct or 
database marketing is being used as an effective tool to improve the 
market share. 
Market share penetration and consumer purchase behaviour are 
the criteria that are taken in consideration when manufacturer set out 
to build successful brands, creating and build new brands could be a 
costly proposal. The easier way out for the manufacturer is to 
introduce variants and brand extension of well-established brands in 
its profile. 
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Another important drawback in that the media used by the car 
manufacturer are mainly the print media i.e. magazines and 
newspapers. Car manufacturer should focus to electronic media, which 
has brought the drastic change in the global market. 
It has been felt that emotional appeal is effective for the 
product of daily uses and small items. But purchasing a car involve 
large amount of money. At this point of time , man thinks rationally 
and therefore it can be said that the focus should be given on rational 
appeal rather than emotional appeal which is now a days used by 
almost every car manufacturer. 
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CHAPTER V 
MARUTI UDYOG LTD: A BRIEF PROFILE 
Late eighties of last century opened up a new chapter in the 
history of Indian automobile industry. A number of new automobile 
manufacturing units were incorporate for medium sized cars and light 
commercial vehicles. It took nearly three decades for the passenger 
car industry to take its next step forward. In the early 1980's as a 
result of the oil crises, the automobile industry world over had to look 
inwards and reorient itself to the changes in product designs, so new 
manufacturing process technologies were evolved, these consequently 
led to an increased emphasis on weight reduction, optimum product 
design, appropriate quality and fuel efficiency. So the government 
decided to lookup the manufacturer of a "peoples car" in public sector 
with Japanese known-how and financial participation. 
Maruti Udyog Limited (MUL) was incorporated on 24'*^  Feb 1981 
to take over the assets of the "Erstwhile Maruti Ltd". Maruti Ltd was 
set up in June 1971 and wound up by a high court order in 1978. The 
assets of Maruti Ltd were then acquired by the Government under the 
Maruti Ltd. (Acquisition and transfer under- taking Act 1980)'. In 
October 1982, the Government of India signed a joint venture 
agreement (JVA) with Suzuki Motor Corporation of Japan. Initially 
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Suzuki's Stake was 26 percent and raised to 40 percent in 1987 and 
50.25 percent in 1992. By 14"" May 2002 Suzuki acquired majority 
stake i.e. (54.2 percent) and took management control in the company 
and thereby MUL become the subsidiary company of SMC. The 
objective of the company was envisaged to employ modern 
manufacturing technology relating to passenger cars and light 
vehicles. The production commenced in November 1983 and the first 
product, Maruti 800 was launched in 1984. 
The main objectives of the Government in setting up Maruti 
Udyog Ltd (MUL) were to modernize the automobile industry, by the 
production of fuel-efficient vehicles and to produce a modern car at a 
price affordable by more and more people. Skilled person who was 
associated with Maruti Udyog along with the Government took a 
decision to manufacture light commercial vehicle (LCV) and medium 
sized family cars. Where 50 percent of whose production was to be 
exported, so the government approached the leading manufacturer of 
Europe and Japan but except for Renault of France, no one was ready 
to buyback 50 percent of what was to be produced by Maruti. In 
September 1981 the Maruti Udyog Ltd (MUL) commissioned a 
workers survey conducted by Indian Market Research Bureau (IMRB) 
to ascertain the kind of cars that the peoples are willing to buy^. The 
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survey showed that majority of Indians wanted to buy car at a low 
price with minimum of maintenance cost, inexpensive and fuel-
efficient. 
There are basically three segments; the small car segment 
represented by small engine capacity cars such as Maruti 800, Omni, 
for the medium class families in India. The other variant the medium 
segment that have a little more engine power raising its engine 
capacity by about lOOOcc^ such as Maruti Zen, Wagon R and Alto and 
for the luxury segment that have more engine power and with luxury 
facilities for the upper class people as Maruti Esteem, Baleno and 
versa. A Maruti spokes person admitted that different designs of the 
800 and Esteem models are being worked out. But he ruled that 
company may also increases the Omni model with CNG kit and Euro 
III norms . The company also produces cars for handicapped and left 
hand drive (LHD) models of 800cc, Alto, Zen and Gypsy. The Maruti 
800 models holds more than 60 percent of the car segment in India and 
still privilege of having a waiting list of about two to three weeks 
despite a number of automobile MNC's trooping into the Indian 
Market. 
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Table: 5.1 Products Range of Maruti Udyog Ltd 
Small Segments car 
Maruti 800 
Omni 
Gypsy 
Medium Segment car 
Alto 
Zen 
Wagon R 
Luxury Segment car 
Esteem 
Baleno Altura 
Versa 
Baleno 
Source: Company released broachers. 
Organisational Structure of Maruti Udyog Ltd. (MUL) 
In the growth of Industry, the motion of efficient organization is 
an establish fact. Organisation broadly speaking alludes to a group of 
persons formed to seek certain goals. It is formed when people stand 
in interaction with each other and are desirous if communicating and 
contributing towards some common goal. Organisation is recognized 
as a structure, which leads one to believe that it is management's 
activity, which affects human relations. As a mater of fact, it decided 
as to which person should be at the apex and so to what constitutes the 
base of it. Thus, it lays down parameters of flow of authority from top 
to bottom with a provision for co-ordination, integration and control. 
No organisation is static; if it needs renovations and adjustments and 
that is why it is dynamic in nature. Thus, organization provides the 
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framework through which the activity is carried out by all grades of 
personnel in a harmonious manner. 
In order to run any oranisation efficiently, its organizational 
structure has its own important because it pinpoints duties, 
streamlines responsibilities and authority of various persons and 
creates a sense of consciousness among them. 
In Maruti Udyog Ltd. has a set up of management. Which is 
generally called as the organisational structure of Maruti Udyog Ltd. 
At present it is the Board of Director, who is responsible for the day-
to-day functioning of an organisation for attaining its ultimate goals. 
As in any other industrial concern. Board of Director of MUL is the 
top administrative organ as well as the supreme policy making body of 
the company. The Directors are appointed by. the promoters 
subsequently, shareholders at the Annual General meeting of the 
company elect them. The present size of MUL board having nine 
members. Of which six are full times Directors while three of them are 
part-time Directors of the company. The other two part time Directors 
are secretaries of the Ministry of Finance and Ministry of Heavy 
Industry (Department of public enterprises) respectively. 
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Chart 5.1(A) Organisat ional Structure of Maruti Udyog Ltd. 
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information system in sales promotion in MUL (Ph.D. thesis unpublished 
submitted at Aligarh Muslim University, Aligarh 1999, P 181. 
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It is clear from the chart 5.1(A) that one of the six full time 
Directors is representative Director of the Suzuki Motor Corporation 
(SMC) and other Directors are, Director of production, Director of 
material. Director of technical, Director of finance etc. The Managing 
Director is chief executive of the company who is also supreme 
authority. The afore mentioned four directors who in turn are assisted 
by twelve divisional heads directly or indirectly in routine matters 
assist him. The Managing Director is having all power authorized by 
board and is responsible for all important policy matters such as 
production, marketing and sales, quality control, vendor upgradition, 
employee welfare schemes etc. There are thirteen main divisions, five 
of which are reporting directly to the Managing Director while the rest 
eight divisional heads report to their respective directors. Thus the 
Managing Director is to be helped by four Directors, thirteen 
Divisional manager and fifty-five Departmental managers and one 
company secretary. 
(As per the 1992 agreement signed between government and SMC the Joint venture 
partners had agreed on SMC first exercising the right to have its nominee as Managing 
Director and the government opting to name its candidate as chairman After the 
completion of five years the government was empowered to nominate its candidate as 
managing Director followed by SMC having its candidate as Non-Executive-Chairman) 
Sources: Hindustan Times, New Delhi, 30 August 1997. 
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The Director of technical matters is assisted by one Divisional 
Managers and four Department Managers, similarly the Director of 
projects and production is to be helped by three Divisional Manager 
viz. Production Manager, Production Service Manager and Production 
Engineering Manager. The Production Divisional Manager is to be 
helped by Departmental Manager of production, planning and 
controlling, press shop, weld shop, paint shop, assembly shop, 
machine shop etc. 
The Divisional Manager of production services is to be helped 
by Departmental Managers of facilities maintenance and operations, 
civil engineering, civil maintenance and factory administration. The 
Production Engineering department is to be helped by press 
engineering, body engineering. Assembly engineering, machine 
engineering, tool room and projects. 
Similarly the Director of material is to be helped by three 
divisional manager viz. vendor development, material administration 
and vendor upgradition. The vendor development manager is to be 
helped by three-department manager. The material administration 
manager is to be helped by four departmental managers. Similarly the 
director of finance is to be helped by one divisional manager, who is 
assisted by five departmental managers. Thus each and every director 
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of the board of director is assisted by number of divisional manager 
and divisional managers are assisted by each departmental manager 
and onward. 
In general, a division is divided into a number of departments 
and department consists of one or more than one deputy manager. 
Under him there are two or more than two senior executive and also 
two or more than two junior executives, one private secretary and a 
number of supervisors. The number of the supervisors depends upon 
the size and function of the department. Below the departmental 
manager, it is very difficult to categories and classifies the employer 
in the company. All employees are categorised between LOl to L020. 
Where L020 stand for Managing Director (M.D) while LOl and L02 
stand for unskilled personnel and remaining employee fall between 
L03 to L019. 
Pursuant to the provision of section 309 of the companies Act 
1956 and article 121 (2) (ii) of the company's Articles of association, 
the Director of the company (Other than a Managing Director, and a 
director appointed as a whole-time Director) are entitled to receive a 
commission up to one percent of the net profit of the company 
computed in the manner referred to in section 98(1) of the companies 
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Act 1956 in any financial year for a period of 5 years commencing V^ 
April 1996^ 
Equity Participation Between Government of India and 
Suzuki Motor Corporation 
In the very beginning equity participation between Government 
of India and Suzuki Motor Corporation (SMC) was decided to 74 
percent and 26 percent with Government of India and Suzuki Motor 
Corporation respectively. But during 1992 the wind of liberalisation 
sweep up the equity participation of Suzuki Motor to 50.25 percent 
and change the legal status of Maruti Udyog Ltd w.e.f. 20/06/1992 
from a government company to a company without direct 
responsibility for management with Maruti by allotting and issuing of 
22,04,04,860 additional equity share of 100 each to Suzuki Motor 
Corporation of Japan^. With due aforesaid allotment and issue of share 
to Suzuki, Government's equity was come down to less than 51 
percent in the total paid up capital of the company. The earlier share 
holding pattern of the Suzuki Motor Corporation (SMC) and 
Government of India given in table 5.2 
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Table: 5.2 Equity Participation Between Government of 
India and Suzuki Motor Corporation as on 2001-02. 
Share Holder 
Government of India 
Suzuki Motor 
Corporation 
MUL Employees Mutual 
Benefit Fund 
Total 
Equity (Rs.) 
658018100 
661458100 
3440000 
1,322916,200 
Share % 
49.74 
50.00 
00.26 
100 
Source: Public enterprises survey, Government of India, Department of 
Public enterprises, Ministry of Industry, New Delhi 2001-02 Vol. I, p. 90. 
The Minister of Industries was asserted that under no 
circumstance Govt's subscribe share of 49.74 percent would be 
diluted. Thus Maruti was privatized on 20 June 1992, after the expert 
committee recommended to the Government reducing its equity share. 
Government approves disinvestments in Maruti Udyog Ltd 
(MUL) on 14.05.2002 through a two-stage process. (1) A rights issue 
by Maruti Udyog Ltd in the first phase of Rs. 400 crores with 
Government renouncing it right share to Suzuki. Suzuki would gain 
majority control and pay Rs 1000 crores to Government as control 
154 
Maruti Udyog Ltd: A Brief Profile 
premium. (2) Sale of its existing share through a public issue in the 
second phase. As earlier Suzuki owns 50 percent stake in the comany, 
Government controls was 49.6 percent and the employee's mutual fund 
was 0.26 percent. The right issues amounting to Rs 400 crores for a 
total of 12,19,512 shares at a price of Rs 3280 per share. Where the 
government relinquish its portion of 606585 shares to Suzuki Motors 
for a premium of Rs 1000 crores. The present right that Suzuki 
holding in Maruti Udyog Ltd is 54.20 percent, while the Government 
to 45.54 percent and the balance 0.26 percent held with the 
employee's mutual fund. The table 5.3 below shows the present 
position hold by Government of India, Suzuki Motors and employees . 
Table: 5.3 Equity Participation Between Government of 
India and Suzuki Motor Corporation, as on 14^ *^  l^ay 2002. 
Share holder 
Government of India 
Suzuki Motor Corp. 
MUL Employees Mutual 
Benefit Fund 
Total 
Equity (Rs) 
65,80,18100 
78,34,09300 
3440000 
1444867400 
Share (%) 
45.54 
54.20 
00.26 
100 
Source: Public enterprises survey, Government of India, Ministry of 
Disinvestments (Public sector undertaking), New Delhi. 
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Continuing with the disinvestments process, the government 
would offload its remaining equity through public offer in second 
phases by April 2004. In the first phase of public offer, government 
would lower its equity to 25 percent by March 2003 and the rest would 
be disinvested in the following year. Suzuki has agreed to underwrite 
the first public issue of 36,12,169 existing shares at Rs 2300 per share 
and the balance 2968,012 at a minimum of the present book value of 
about Rs 2000 per share. The government and Suzuki shortly sign a 
new joint venture agreement that would supersede all previous 
agreements. Under the agreement, Suzuki will make MUL the global 
source for certain models, assist MUL access new export markets, give 
MUL discounts on certain complements, set up a task force to explore 
further cost reduction possibilities and aggressively strengthen MUL's 
manufacturing and technical capabilities. According to the agreement 
with the government, Suzuki will also continue with the component 
discounts it forwarded MUL as part of the company's cost-cutting 
efforts. 
Production, Sales and Export of MUL 
Production, Sales and Export are the important aspects of any 
organization, if all these run with a good pace, then it will enhance to 
the profitability of an organisation. 
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PRODUCTION 
The commercial production of car was started in the year 1983-
84 (the company went into production in a record of 13 month), since 
then it has shown a consistently increasing trend in production except 
in the year 1991-92, 1998-99 and 2000-01. The table 5.4 shows the 
trend of actual production of vehicles started from 1983-84 ways up to 
2001-02. 
It is clear from the table that higher growth rate in production in 
the year 1984-85 was the result of the fact that masses had become 
fed-up with the existing models having outdated technology. As such 
production increase to 358108 vehicles in 2001-02 against 852 
vehicles in 1983-84 shown an overall rise of 41931.455 percent over 
the year 1983-84 with an average growth of 151.642 percent per 
annum. The percentage of growth rate in production was lowest in the 
year 1991-92, 1998-99 and 2000-01 showing a decrease of 0.762, 5.96 
and 14.03 percent respectively over the respective previous year. 
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Table: 5.4 Production of Maruti Udyog Ltd. 
Year 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
Production 
852 
22372 
51580 
80150 
92630 
105547 
117400 
122828 
121891 
128002 
155780 
205948 
277776 
338848 
354336 
333198 
407589 
350374 
358108 
% 
Increase/decrease 
over previous year 
-
2525.82 
130.55 
55.38 
15.57 
13.94 
11.23 
4.62 
(-0.762) 
5.01 
21.70 
32.20 
34.87 
21.98 
4.57 
(-5.96) 
22.82 
(-14.03) 
2.20 
Sources: 
• Society of Indian Automobile manufacturer (SIAM) 
• The weekly (News Bulletin) 16 may-22 May 2002 (Murad on 
motoring) 
• Auto India (Car Magazine) 
Note: Figure shown in bracket was (%) decrease over respective 
previous year. 
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Sales 
th The first Maruti car rolled out for sale on 14 December 1983. 
(Mr. Harpal Singh become the first proud owner of a Maruti 800) 
since then the company has shown a consistently rising trend in the 
sales of vehicles except in the year 1998-99 and 2000-01. The sales of 
the company increases to 350624 units in 2000-01 against 852 units in 
1983-84 which work out to an increase of 41053.051 percent over the 
year 1983-84 with an average growth rate of 157.805 percent per 
annum as shown in the table 5.5. The trend analysis of the sales has 
made in chapter VII. 
Table: 5.5 Sales of Maruti Udyog Ltd. 
Year 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-96 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
Sales 
852 
22048 
47694 
82308 
94033 
105592 
117335 
120802 
122438 
127230 
160132 
205987 
27541 1 
338746 
353088 
333773 
406291 
350624 
351949 
% Increase/decrease over 
previous year 
-
2487.79 
116.31 
72.57 
14.25 
12.29 
1 1.12 
2.95 
1.35 
3.91 
25.86 
28.63 
33.70 
22.99 
4.23 
-5.47 
21.72 
-13.70 
0.37 
Sources: 
• Society of Indian Automobile manufacturer (SIAM), New Delhi. 
• The wee/cly (NCM'S Bulletin) 16 may-22 May 2002 (Murad on 
motoring) 
• Auto India (Car Magazine) 
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The year 1998-99 reviews discouraging for the passenger car 
industry as sales have been affected because of rise in prices, affected 
due to the uniform sales tax regime. Maruti Udyog Limited (MUL) has 
been affected the most as its major market of Delhi and surrounding 
areas saw a rise in sales tax for from 6 percent to 12 percent. The 
company has reported a sales drop of (5.47) percent over the previous 
year. In December 98, MUL slashed the price of its 800 cc and Zen 
cars by about Rs. 24,000 and Rs. 51,000 respectively. This has helped 
to restrict the slide in its market share and this led to increase the 
sales by 21.72 percent over the next year 1999-2000. 
The year 2000-01 was a difficult one for the Indian passenger 
car Industry. After a booming growth in 1999-2000, the company 
witnessed a 13.70 percent fall in sales over the previous year 1999-
2000. This was in keeping with the overall depressed sentiment in the 
domestic economy. Throughout the year, there was a lack of "feel 
good" factor in the market, which resulted in subdued demand for 
automobiles. In the later part of the year, the co-operative bank crisis, 
bearish sentiments in the stock markets, Gujarat earthquake, etc, all 
contributed to the drop in demand for automobiles. Besides, this flurry 
of new models and the advancement of car purchase in anticipation of 
a sales tax hike had also effect the sales of the car. 
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Export 
The world market place for automobiles is highly competitive. 
Customers carefully study performance, safety, comfort, appearance, 
design etc before they buy cars. In many ways the car Industry and 
customers have access to data and analysis on various models 
available around the world. All this put considerable pressure on 
automobile manufactures to constantly keep improving their products 
and the services. In 1991 the Japanese introduced a mind-boggling 300 
new model. The Maruti was able to enter the export market because it 
had product, which was acceptable to these markets. The table 5.6 
shows the export of Maruti cars. 
Table: 5.6 Export of Maruti Udyog Ltd. 
Year 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
Export (in 
Number) 
89 
713 
1408 
5223 
4908 
Major Destination 
Bangladesh, Nepal, Mauritius 
Uruguay, Bangladesh, Sri Lanka, Nepal, 
Bhutan and Mauritius 
Hungry, Bangladesh, Sri Lanka Nepal, 
Bhutan and Mauritius 
West Africa, France, Australia 
Yugoslavia, Hungry, Australia 
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1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2288 
24181 
21419 
19876 
26103 
35031 
25994 
24100 
2450 • 
15300 
Yugoslavia, Hungary, Sweden 
Netherland, Yugoslavia, Hungary, Sri Lanka 
Netherland, Finland, Belgium 
Belgium, Italy, Sweden 
Netherland, UK, Finland, Sweden 
Netherland, UK, Finland, Italy, Belgium, 
Swedan 
UK, Netherland, Sweden, Belgium, Greece, 
Denmark 
Netherland, Greece, Spain, Germany, 
Denmark, U.K. 
Germany, Denmark, U.K., Spain, Netherland 
U.K., Bangladesh Germany, Finland, Spain 
Sources: 
• Society of Indian Automobile manufacturer (SIAM), New Delhi. 
• The weekly (News Bulletin) 16 may-22 May 2002 (Murad on 
motoring) 
• Auto India (Car Magazine) 
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Maruti's Export Performance 
The MUL started exporting cars from financial year 1986-87. In 
1986-87, it signed the first export contract of 500 left hand Drive 
(LHD) 800cc cars with M/S MOGURT of Hungary. The company also 
made an entry into Bangladesh market by supplying CKD kits for 50 
cars and 5 CBU's during the year. In the same year 30 vehicles were 
also sold to Nepal and another 4 in Mauritius. 
During the year 1987-88, thf company shipped the first lot of 
500 cars to Hungary. All these cars were sold to the ultimate 
customers soon after their arrival. Encourage with the response the 
company established a consignment store in Hungary for the supply of 
spare parts. The Company also exports 213 vehicles to Bangladesh, Sri 
Lanka, Nepal, Bhutan and Mauritius. During the same year the 
company appointed dealers in Mauritius and Sri Lanka. The Company 
also initiated steps to get the vehicles homologated as per ECE and 
EEC regulations for ready acceptance in European countries. 
During the year 1988-89 the company exported 1,408 vehicles. 
Out of which 670 cars to Hungary and remaining 738 vehicles to 
Bangladesh, Sri Lanka, Cyprus, Malta, Tanzania, Nepal and Bhutan. 
The company appointed a distributor in France and steps for the 
homologation of the vehicle for the sales were successfully takes in 
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France and Australia, An order for the sale of gypsy to West Africa 
during the year 1989-90 was also received. 
During the year 1989-90 5223 vehicles representing an increase 
of 217 percentages over 1988-89 valued at Rs. 321.26 million were 
exported. It achieved a major break through by exporting 2,832 Maruti 
800cc cars in France. The Hungary continued to be a major buyer with 
a sale of 830 cars. During this year the Gypsy Pick-up with cabin Top 
was also homologated for sale in Australia and fist lot of 108 Gypsy 
pick-ups was shipped. Gypsy was also exported for the first time to 
West African counties. In addition, repeat orders were received from 
Malta, Cyprus, Bangladesh, Tanzania, South pacific islands and other 
neighboring countries. 
During the year 1990-91 the company exported 4,908 vehicles 
valued at Rs. 346.17 million. The company exported 969 and 1498 
cars to Yugoslavia and Hungary respectively. The company exported 
630 Gypsy Pick-up with cabin Top to Australia. The company also 
received large exporter orders for the year 1991-92 for over 35000 
vehicles. During the year 1991-92 the company exported about 22818 
vehicles registering a 365-percentage increase over last year'". 
The company has brings change for export as a Suzuki motor 
company had taken a decision to discontinue the production and 
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export of 800cc car from Japan at the end of 1992. In the agreement 
between the MUL and the SMC the former is not allowed to export the 
vehicle to the countries in which the SMC has collaboration with some 
other company for production or assembly plant. However, the MUL 
can be allowed to sell those models of cars to the countries in which 
these are not produced or assembled. The permission for this is 
granted by the SMC. The countries prohibited for export includes 
Thailand, Malaysia, Spain, Pakistan and Indonesia. 
During the year 2000-01 the company exported 15300 vehicles 
against 4908 vehicles in 1990-91 showing an rise of 211.73 percent 
over the year 1990-91, valued at Rs. 2184 million. 
The total exports of Maruti Suzuki amount to an impressive 
250,000 vehicles and over 75% of these vehicles have been exported 
to Europe. The Zen (Alto) has carved a special niche over the other 
cars in the international worker. The "True Indian Globetrotter" has 
won many laurels in technologically advanced European countries 
like, Netherlands, U.K, Finland, Sweden Greece, Italy, Belgium and in 
South America. In early 2002, Maruti Suzuki launched the New Alto 
in the European marked with a host of advanced feature like dual 
airbags and Anti-lock Brake system (ABS) 
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The Maruti 800 Cars successfully positioned as an economical 
small car in Chile, Uruguay, Algeria Egypt, Sri Lanka and 
Bangladesh. The versatility of the Omni makes an attractive choice in 
countries like Kenya Mozambique, Malta and Nepal. 
M a r k e t Share of MUL 
The table 5.7 highlights the share of Maruti in the car market, 
which has increased from just 1.9 percent during 1984-85 to 82.66 
percent during 1997-98 and there after it shows the downward trend 
till the financial year 2001-2002. The trend analysis of Market share is 
made in chapter VII. 
Table: 5.7 Market share of Maruti Udyog Ltd. 
Year 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-2002 
Marke t s h a r e (%) 
1.92 
29.17 
46.81 
61.63 
59.72 
60.14 
63.37 
66.14 
77.31 
72.14 
75.12 
80.39 
80.39 
82.66 
79.71 
62.26 
58.32 
58.61 
Sources: 
• The Hindu: Business review, New Delhi September 1988 P22. 
• (Statistic profile), Society of Automobile Manufacturer (SIAM), 
New Delhi. 
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With the induction of new car players in the market like Ford, 
Hyundai, Daewoo, and Telco, have captured a substantial market share 
from Maruti Udyog Ltd. However, inspite of competitive pressures, it 
has been able to maintain position of leadership this segment as well. 
In order to meet the demands of domestic customers and to provide 
them with excellent after sales service, the MUL has developed an 
extensive marketing and after sales service network comprising over 
1800 service stations spread across 807 cities and over 256 sales 
outlets in 157 cities as on 30"" June 2002" . 
Human Resources Practices by Maruti Udyog Ltd. 
The major challenges confronting modern management thoughts 
and practice is that of a viable human resource development strategy 
to cope with the increasing demand for skilled personnel and 
managerial personnel by rapidly growing business and commerce, 
trade and industry, corporate and multinational entities. The 
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globalisation of the economic activities of nations and the challenge 
of the international market-place, the challenge to modern 
management thinkers, planners, professionals and academics is that of 
devising educational training systems to meet effectively the 
requirement of human resources for a fairly long-term perspective, to 
appropriately feed the corporate and business sectors with suitably 
trained personnel geared to the emergent economic and business 
order^^. 
Maruti Udyog Limited (MUL) has kept pace with the time, to 
continues providing its customers the products of high quality. The 
company has believed that quality and productivity are not merely 
functions of possessing the best equipment. The company's 
commitments to delight the customers would remain unfulfilled 
without human resource practices (HRP) that encourage employees to 
continuously upgrade and innovate. In keeping with this, the company 
formulated a new incentive scheme for workers, which, while 
retaining its focus on productivity, incorporated quality and cost 
consciousness as performance parameters. Company has concentrated 
on training and motivating the people who operate and maintain its 
sophisticated equipment. Their supervisor and engineers were sent to 
Japan on a continuous basis, for a six-month training period. Till date, 
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over 20 percent of their employees, out of a total strength of 4,629 
have benefited from this arrangement. 
The company also introduced new human resource practices for 
manager, including linking manager compensation entirely to 
performance, a rigorous appraisal system and reshuffle of manager 
portfolios. Together w i^th noted consultant Mr. MB Athreya, the 
company devised a performance management and development system 
that evaluates employee performance through an interactive process of 
goal setting and review. While improving competency level and 
retaining talent, these measures will groom leadership for the future, 
effectively align the objectives of the individual with those of the 
organisation and equip the company better for the competitive market 
place. 
The company realise that they have a responsibility toward their 
own employees. Company's human resource policies are geared to 
empower the individual. Combine this with, practices of participative 
management, open office and easy access, common canteen and 
uniform with 21^' century work culture. Maruti Suzuki has been ranked 
as one of the 20 best employers in the country by the prestigious 
"Business Today, Hewitt Associates, Survey for 2002"^^. 
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New Initiatives Towards Corporate Citizen by MUL 
Maruti Udyog Limited (MUL) has taken over the management of 
a Institute of Driving Training and Research (IDTR), set up by the 
department of transport, Government of Delhi. It is India's only 
international standard institute that provides training to drivers of all 
vehicles. Taken over the new initiatives by MUL, making immense 
contribution to safe driving in the capital. Owing to its rigorous 
systems and practice, the city government relied increasingly on IDTR 
to train, test and certify drivers. 
The company continued to promote safe and responsible behaviour 
on roads through traffic interceptors; safe driving booklets for license 
seekers and traffic updated on radio. In its continuing commitment to 
the environment, company launched a programme on greening the 
supply chain management to help suppliers and dealers to ensure 
environment-friendly methods for operations. MUL role as a 
responsible towards the corporate citizen extends to making the world 
a better place for future generation, it is with this is in mind that MUL 
is harnessing its resource and skills to improve and manage children's 
park near India Gate in New Delhi and with an amphitheatre, science 
center, library, swings and slides, fountains and games, it 's a park 
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where tomorrow's generations car explore the boundaries of 
imagination'"*. 
Financial Performance of Maruti Udyog Ltd. 
Finance is considered to be the iifeblood of a business 
enterprise. This is because it provides access to all other resources 
required in business. Business needs investment of money in order to 
earn more financial returns. No business enterprise can start and 
continue its operations without sufficient funds at its disposal''**. 
The data set out in table 5.8 indicated that the Maruti Udyog 
(MUL) past retain profit from 1991-92 to 2000-01 it is also clear from 
the table that the percentage growth rate move up and down during 
these years. It makes clear from the table that MUL making profit 
continuously except for the year 2000-01. The retained profit for the 
year 1999-2000 was Rs. 289.7 crores as against Rs. 22.5 crores. In 
1991-92, showing an over all raise of 1187.55 percent over the year 
1991-92. The percentage of growth rate in retain profit was negative 
in 2000-01 showing decreases of (193.06) percent over the previous 
year 1999-2000. The percentage of growth rate in profit after taxes 
(PAT) was lowest in 1998-99 and 1999-2000 against there respective 
previous years. While it was highest in 1994-95 shown an increase of 
212.48 percent over the previous year. 
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The decline in profit was on account of sharp fall in the value of 
rupee required to buy. Exim Policy to make import, needed to provide 
margin money for import and with increasing inflation. Due to 
recession in passenger car industries the domestic sale of vehicles was 
about 7 percent lower than domestic sales in the previous year. 
Table: 5.8 Financial Performances in Maruti Udyog Ltd. 
Years 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-
2000 
2000-01 
Profit/Loss 
Before 
interest 
and Tax 
(Crore) 
70.4 
68.9 
161.4 
287.3 • 
675.3 
820.6 
981.4 
784.8 
385.1 
(-248.9) 
Profit/Loss 
After Tax 
(Crore) 
29.1 
37.8 
86.1 
247.6 
4,27.6 
510.1 
651.9 
528.0 
330.1 
(-269.4) 
Retained 
Profit/Loss 
(Crore) 
22.5 
30.1 
72.9 
227.8 
401.1 
481.0 
608.2 
478.9 
289.7 
(-269.6) 
(%) Of change 
over previous 
Retained 
(Profit/loss) 
-
33.77 
142.19 
212.48 
76.07 
19.92 
26.44 
-21.25 
-39.50 
-193.06 
Source: Annual report of MUL, 2001-2002. 
175 
MarutI Udyog Ltd: A Brief Profile 
Maruti Udyog Ltd (MUL) ended the year 2000-01 with a net loss 
of Rs. 269.4 crores as against the previous year 's profit of Rs. 330.1 
crores. This was for the first time that the company ended a year with 
a net loss. Some of the reasons of loses were: 
• Sales volume was lower as the domestic car industry suffered a fall 
in demand owing to an over all depressed sentiment in the 
economy. 
• Intense competition in a dull market forced all car manufacturers, 
including MUL, to resort to strategic pricing and incur losses. As 
such MUL had to absorb a major portion of the cost incurred to 
upgrade its engines and meet the new emission norms. 
• The introduction of uniform sales tax in May 2000, which 
increased incidence of tax by up to 8 percentages points in key 
markets, forced the company to lower prices of its price-sensitive 
entry level models in end June. 
• The launch of three new models (five since December 1999), with 
relatively high import content, affected the bottom line in a year 
when the rupee turned weak. 
• The burden of depreciation and interest on investments of over Rs. 
20,000 million undertaken in the past three years, contributed to 
the loss '^ 
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New Business Initiatives in Maruti Udyog Ltd 
Maruti Udyog Ltd (MUL) has identified business opportunity in 
auto-related service area. Following a global benchmark exercise, 
Maruti Udyog Ltd, drew up business plans for entry into auto finance, 
auto insurance, corporate lease and fleet management and pre-owned 
cars. This initiative leverage certain existing advantages built by the 
company such as a large customer base, a network of dealerships 
linked through information technology, a massive service network, 
brand equity and expertise in engineering and service. 
Auto Finance: Maruti finance offers the finance packages to 
consumers across the entire Maruti range. The service is being 
extended across the country in a phased manner. 
Auto Insurance: Maruti made an effort to become a complete car 
company, Maruti Udyog Ltd have entered the car insurance business 
as well. It offers the customer all the advantages of setting insurance 
claims directly with any of company's authorised dealers. 
Corporate Lease and Fleet Management: Maruti Udyog Ltd (MUL) 
has started providing complete fleet solutions corporates and 
institutions. Branded "Maruti N2N", this service includes the 
following; customized car policies, economical car leasing. 
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maintenance, servicing, registration, insurance, emergency assistance, 
accident management and eventual re-sale of cars. 
Pre-owned Car Business: Maruti Udyog Ltd (MUL) has taken first 
steps in the pre-owned car business under the brand name of "Maruti 
True value". By company's technological expertise, network support, 
company ensures the customers gets great value and completes the 
transaction with zero hassles. 
Advertising and Information Teclinology 
Advertising is one of the major promotional tools that the company 
uses to communicate directly with the targeted consumers. As the 
advertising serves many purpose as it help in building up of the 
corporate image, information dissemination about sales, services or 
events, announcement of special sale or policy and advocacy of a 
particular cause. Apart from the advertisement the company also use 
various publicity programmes such as events, corporate identity 
programmes and public service activities to enhance the sales and the 
market share of the company. 
Information technology has driven the automotive business. Maruti 
Udyog Ltd's all the regional offices, corporate office and factory are 
well connected through VSAT and radio link. Maruti Suzuki is also 
geared to benefit from the dramatic changes that take place on the e-
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commerce front. Information Technology was leveraged for a whole 
range of activities, including; 
• Scaling up of the dealer extranet facility enabling them to send 
order in real time. 
• Introduction of vendor extranet for transactions and information 
exchange 
• Delivery instruction system for better inventory management. 
• Maruti Suzuki has set up state-of-the-art call centers (operational 
in Delhi, Gurgaon, Mumbai, Chennai, Bangalore and Hyderabad) 
branded "Anytime Maruti" this 24 hours help-line clarifies all 
doubts and queries regarding Maruti Suzuki. Any time of either 
day or night through a toll free telephone. 
• Introduction of CRM-oriented web sites of the company and 
dealership network. 
• Systematic compilation of customer information. 
Over the years, as Maruti Udyog Ltd (MUL) have built 
thousands of cars, company also built the widest service network in 
the country. As Maruti Udyog Ltd (MUL) has 256 sales outlets in 157 
cities and over 1800 service stations spread across 807 cities (as on 
30' June 2002). Company are also setting up fully equipped Maruti 
service master workshops, to give Maruti Suzuki owners and their 
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vehicles the very best in customer care and service. Besides this, 
company also has express highway service, lining up service stations 
along every major highway. Maruti has also setup a 24-hour Maruti 
on-road service (available in 41 cities) that is open all days of the 
week'^. 
In short, the early 80's opened up a new chapter in the history of 
Indian automobile Industry. A number of new automobile 
manufacturing units were incorporated and started producing medium 
sized cars and light commercial vehicles. On 24 Feb. 1981 Maruti 
Udyog Ltd. (MUL) came into being incorporated under the joint 
venture agreement between Government of India and Suzuki Motor 
Corporation of Japan. Suzuki's stake had risen from 26% during 1981 
to 54.2% by M " ' May 2002. The production commenced in November 
1983 and the first product Maruti 800 was launched in 1984, since 
then the sales of Maruti cars shown an upward trend with 852 cars 
during 1983-84 to 351949 cars during 2001-02. The market share of 
Maruti Udyog Ltd. was 62.37 percent during 1990-91 and it has shown 
upward trend till the year 1997-98 to 82.66 percent. And there after 
the market share shown the downward trend and it came down to 58.16 
percent during the year 2001-02. The cause of this fall in the market 
share is on account of increasing competition by the foreign investors 
180 
MarutI Udyog Ltd: A Brief Profile 
and car manufacturers. To maintain the market share MUL has made 
number of promotional efforts as it induce discounts scheme and free 
gifts to the customers. Apart from that the company has also initiated 
new business in the form of Auto finance, Auto Insurance, corporate 
lease and fleet management and pre-owned car business. Market share 
penetration and consumer purchase behaviour are the criteria that are 
taken into consideration when marketers set out to build successful 
brands. Creating and building new brands could be a costly 
proposition. The easier way out for the manufacture is to introduce 
variants and brand extensions of well-established brands in the 
portfolio. However, it has been reported recently by MUL that during 
the month of March 2003, the sale has gone all the time high and 
reach to 42123 units, which is high ever in its 20 year of history .This 
was primarily because of eight percent excise duty cut in the 2003-04 
budget resulting in a Rs. 11,000 to 12, 000 reduction in Maruti 800 
price. 
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CHAPTER VI 
PROMOTIONAL STRATEGIES I N MARUTI 
UDYOG LTD. 
Promotion 
i^odern marketing calls for developing a good product, pricing 
it attractively and making it available to target customers. Company 
must communicate about the product with the customers. 'To 
communicate well, companies hire advertising agencies to develop 
effective advertisement, sales promotion; specialist to design sales 
incentive programme; and public relations firms to develop the 
corporate image. The company imparts training to their sales people to 
be friendly, helpful and persuasive. For most companies, the decision 
regarding what to communicate, when to communicate and how much 
to spend on communication. 
Promotion mix 
The company communicates with its middlemen, consumers and 
various publics. The middlemen communicate with their consumers 
and public and consumers have word-of-mouth communication with 
each other and with other public. In the process each group provides 
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feedback to every other group. The promotion mix, also called 
marketing communication mix, consist of four major tools. 
• Advertising 
• Publicity 
• Personal Selling 
• Sales Promotion 
The marketing communication even goes beyond these 
promotional tools, product 's design, price, the package shape and 
colour, and the sales person's manner to pursue the consumers to buy 
the product. The whole marketing mix, along with promotion mix, 
must be co-ordinate for greatest communication impact. 
Advertising 
Advertising is one of the major promotional tools that companies 
use to communicate directly with the targeted customers. Advertising 
has many purpose; long term building up of the organisation's or 
corporate image (Institutional advertising), long term build up of a 
particular brand (Brand advertising), information dissemination about 
sale, service or event (Classified advertising), announcement of a 
special sale (Sale or Promotional advertising) and advocacy of a 
particular cause (Advocacy advertising). 
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Maruti 's advertising function is handled by the marketing 
department, earlier which was takes the help of the Hindustan 
Thomson Associates (HTA) a leading advertising agency in India for 
the promotional activities of Maruti 800, Omni and Gypsy. Increasing 
competition in the car market Maruti udyog appointed another 
agencies namely Lintas which handled advertising for Baleno, Esteem 
and Zen brands and Rediffusion which has Maruti 800, Omni, Gypsy 
and Wagon R under its fold*. Company sources Gopal S. Krishnan, 
accounts director, said that company moving to appoint another 
agency, which will handle its brand building. According to Krishan, 
Capital advertising had designed an effective campaign for the Vir 
Jawan Fund, which was promoted by Maruti recently. In developing 
an advertising programme, the marketing manager makes decision 
about the target market, advertising objective, advertisement budget, 
advertising message, advertising media and its measurement. The 
decisions are discussed below. 
Target Market 
A marketing communication conducted with a clear target of 
audience. The audience may be potential buyers of the company's 
product, current users, deciders or influencers. The significant 
demographic characteristics of the targeted audience revealed by the 
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consumer survey. In this study a consumer survey has been conducted 
at Delhi and Aligarh on 50 respondents. The purpose of the survey is 
to find out the reason for the choice of Maruti car, the promotional 
factors that influence to buy Maruti car, the advertising media and its 
presentation that attract more to the car users. The responses have 
been represented in the diagrams. 
Fig 6.1(A) shows the reason for the choice of Maruti car out of 
the 50 respondent, 27 percent of whom owned or wished to buy Maruti 
car because that it is economical and has got a variety of product that 
fulfill their needs, 8 percent of the respondent owned or wished to buy 
that suits to their profession, 8 percent of the respondent owned or 
whished to buy because of its efficiency and rest owned or wished to 
buy that it has got good look. 
Fig.: 6.1 (A) The Reason for the OYoice of Maruti Car 
• Economical Car 
• Suits the Profession 
DGood Look 
D Greater Efficiency 
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Fig 6.2(A) shows the promotional factor that influence to buy 
Maruti car. Out of the 50 respondents, 55 percent of the respondent 
are influence by word of mouth, 25 percent of them by sales 
promotion, 12 percent are influence by the advertising and the rest 8 
percent by the publicity that was made by the company. 
Fig. 6.2 (A) The Promotional Factor that influence to 
buy Maruti Car 
55% 
25% 
D Advertising 
B Sales Promotion 
D Word of Mouth 
D Publicity 
The company's consumer survey is aimed at identifying the 
needs and wants and the changing pattern of the customers. This helps 
them in improving the car and its facilities according to customer 
choice. 
187 
PROMOTIONAL STRATEGIES IN MARUTI UDYOG LTD. 
Advertising Objective 
A company can have an advertising objective as to inform 
persuade, or remind. To inform as the advertising objective means 
telling the market about a new product, suggesting new uses for a 
product, informing the market about changes in price, policies, 
locations etc and explaining how the product works. The majority of 
Maruti advertisement falls in this category. The company uses 
advertising to inform the customer about the change in price, new 
authorise dealers and service stations, changes in certain policies 
affecting customers such as booking procedure, credit procedure, 
repairs and maintenance, announcing new schemes for customers such 
as credit schemes, special repairs and maintenance scheme, warranty, 
price cut (only for Maruti 1000 in January 1991 and slashed the prices 
of Maruti 800, Zen by about 24000 and 51000 respectively during 
December 1998) and gift on purchase. Inviting tender for dealership 
and service station, components, joint ventures, construction etc and 
explaining the vehicles working by showing its innovations and 
superior technology as Maruti recently introduce the superior 16 x 4 
hypertech engines across the entire Maruti Suzuki range and other 
innovation has been the introduction of Electronic Power Steering 
(EPS) in selected models^. 
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Persuasive advertising becomes important in the competitive 
stage wiiere a company's objective is to build selective demand for its 
product. Maruti has used persuasive advertising for Maruti lOOOcc car, 
Omni, Zen Baleno and Gypsy. The advertising objective for Maruti 
lOOOcc car, after increasing its engine capacity to 1300 cc and change 
its name to Maruti Esteem, the company projected the car as "Luxury 
Executive-Seden". The advertising objective for Omni was to project 
the car as a spacious family versatile car, the Zen's advertising 
campaign focused as an unbeatable combination of looks, space, 
performance and features. The Baleno's advertising campaign focused 
to its style, power and luxury and the Gypsy's advertising campaign-
focused attention at the institutional segment, highlighting various 
features of the vehicles and its suitability for off-road usage^. Besides 
the Maruti Udyog, the Maruti authorised dealers and service station 
also makes persuasive advertising. They make advertisements in the 
newspaper and magazine to attract customers to purchase Maruti car 
from them. 
The reminder advertising aims to keep consumer thinking about 
the product. The market share of the van in the car market dropped 
from 23 percent in July 1987, to 19 percent in December 1987. At this 
point, a market research was conducted amongst the van owners and it 
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is clear from the research that position the van with a distinct image 
i.e. a spacious versatile car from Maruti with these factors in mind, 
the advertisement for Maruti Van were designed. The Van was now 
renamed as ''Maruti Omni and the spaciousness" was highlighted in 
the advertisement from different angles'*. 
Initially, the advertisement released in press only, as it required 
a lot of detailing. This press campaign was followed by television 
advertisement to reinforce the potential consumer. The company's 
dealers and service station also make advertisement to reinforce their 
image. 
Advertising Budget 
The Maruti Udyog Ltd fixes advertising budget, based on the 
objective and task to be completed. The table 6.1 shows the amount 
spent by the Maruti Udyog Ltd on advertising and publicity. 
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Table: 6 .1 Advertising budget of Maruti Udyog Ltd. 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
Amount Spend (Rs. in Lakh) 
70 
63 
74 
77 
89 
76 
84 
78 
135 
223 
261 
230 
Sources: 
• Maruti Annual reports 1995-96 and 2001-2002. 
• Auto India (Car magazine) 
During, the year 1990-91 the company made extensive 
advertising to promote the sales of Maruti 1000, Omni and Gypsy. 
During 1993-94 and 1994-95 the company made extensive advertising 
for the Zen brand, which was introduce in 1993. During the financial 
year 1997-98 the market share of 83 percent with sales of 345,303 cars 
and for the period April 1998 to January 1999, Maruti Udyog's car 
sales have dropped by 6.4 percent to 263681 as compared to 281,697 
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cars for the corresponding period for financial year 1997-98, the 
company made an extensive promotional campaign to uplift the sales 
further. In August 1998, the company launched the diesel version for 
the Zen and in 1999 company had launched its Baleno in the luxury 
car segment and wagon R. in mid-size car segment and during 2000 
the company launched Versa. During these years the company made 
extensive advertising to promote their new brand in the market. 
Advertising Message 
The Maruti Udyog Ltd. gives broad idea about the advertising to 
their respected advertising agencies. The advertising agencies asked 
for certain information relating to car, its feature, quality, price, 
design and prospective customers. Based on the broad idea and 
information the advertising agencies develop message to be given in 
the advertisements. 
The company used print as a most effective advertising media and 
use full one page for advertisement in the magazines and full or half page 
in the for newspapers. The company advertisement in the newspapers and 
magazines included attractive headlines, attractive photo of the car, text 
mentioning, working and features of car, company's logo and with a 
combination of attractive colours. The earlier message in the advertisement 
for Maruti lOOOcc car was based on the luxuriousness for the car. It used 
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emotional appeal in the advertisements. Some of the headlines and appeals 
used in the advertisement are: 
"The thousand that's worth a thousand 
words because soon you'll realize 
she 's quite a conversation piece, 
I wish I could take her to, just once 
And now a new conversation piece 
Quite a conversation piece ". 
In some of the advertisement certain parts of the Maruti 1000 cc 
car were also shown. On the whole the company's advertisement was 
attractive. In the advertising campaign during 1991 the advertising 
theme was based on the financing and luxuriousness aspect. In recent 
years the company use rational appeal in which the messages are more 
product specific in nature and therefore focus on quality, economy, 
value or performance in the advertisements. Some of the headlines and 
appeal used in the advertisement are: 
"The ability to thrill your senses 
The ability to please your eyes 
The ability to impress you and 
The ability to help you appreciate". 
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The company's advertisements for Maruti Esteem car on 
television were also based on the car 's luxuriousness by showing the 
car from various angles. 
The advertising campaign for Maruti 800 cc was based on the 
economical car that reflect to" The peoples car", the advertising 
message of the Maruti 800 cc in the newspapers and magazines reflect 
the economical car for the economical people. In the recent year the 
advertising message of the Maruti 800 cc car was based on the 
emotional appeal where the company strongly emphasis on, India's 
most loving car, is the country's largest selling car, its compact body, 
low operating cost, minimal maintenance and constantly updated 
technology. The new Maruti 800 cc car with 16 x 4 hypertech 
technology with greater pulling power, enhanced air-conditioning, 
stronger suspension, radial tyres and easier intra-city driving are the 
following feature that are highlighted in the recent advertising 
message in the newspapers and magazines. 
The advertising campaign for Omni in the magazine and 
newspaper was based on space that it possesses. Some of the headlines 
and appeals used in the earlier advertisement are: 
"An in-depth study of the most specious car on the road. " 
"Omni Travel in space. " 
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"A birds eye view of the most specious car on the road. " 
"A side long glance at the most specious car on the road. " 
In the recent advertising message of the Omni car was based on 
the emotional appeal where the company strongly emphasis on the 
fuel-efficient, low maintenance vehicle as it is India's most versatile 
automobile. The television advertisements for Omni were also based 
on the theme of speciousness and versatility of the car. 
The advertising campaign for Gypsy was based on the toughness 
of the vehicle. It used emotional appeals where it reflect after having 
the Gypsy that care's you, on driving that pride's you and make fun 
and joy while driving it. Some of the headlines and appeals used in the 
advertisement are: 
"Imagine long drives in wild, bumpy 
and treacherous conditions being described as comfy. " 
"Team Gypsy there is no stopping. " 
"Design for share frame construction" 
"Solid steel frame contraction. " 
"Extra ordinary performance in the rough. " 
"The Suzuki engine computer designed for efficiency. " 
"Adventures unlimited. " 
"There is a Gypsy in every one. " 
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The recent advertisement message of Gypsy on magazines, 
newspapers and television were based on the toughness of the vehicle. 
The message in the advertisement for Wagon R car was based on 
the safety, convenience and comfort of the car. It used emotional 
appeal in the advertisements. The headings and appeal used in the 
advertisement as. 
"It has more height and space than an ordinary car. It has 
power. It has convenience. It is comfortable. It has unmatched safety. 
And it is not really a car. It prefers to call it an MAV (Multi-Activity-
Vehicle). You would too if you felt its interiors. It can accommodate 
just about everyone in the family with that entire luggage that had to 
be thought of twice before packing. It embraces the dirt road and the 
tarmac with equal case. " 
"Feel at home. " 
In some of the advertisement certain parts of the Wagon R. car 
were shown as it reflect the superiority of the engine, inspired comfort 
of the seats that recline fully comfortable like that of first-class 
airline, inspired safety by reflecting braking system, study suspension 
will roll control device, central locking on all door and child-proof 
rear doors. The advertisement for Wagon R on television was also 
based on these above mention emotional appeals. 
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The advertising campaign for Zen and Alto in magazines, 
newspapers and television was based on powerful and comfortable. 
Some of the advertisement messages of Zen and Alto are; 
^""Just add Zen to your life. " 
"Fun on the run. " 
The advertising campaign for versa in magazines, newspapers 
and television are based on powerful, comfort and space. As in the 
advertisement versa was reflected as it has flexi-seating option that 
accommodates up 8 people in complete comfort, a twin air-conditioner 
and double the luggage space. Some of the advertisement messages 
are: 
"Versa is a car with endless possibilities. " 
"Versa is the perfect combination of both space and luxury. " 
"Versa it's two luxury cars. In one. " 
The advertising campaign for Maruti Baleno was based on the 
luxuries, performance, and style. It also used emotional appeal for its 
campaign. In its advertisement it mainly reflects that Baleno oozes 
luxury for every people. But that doesn't take away from its 
exhilarating performance and it, performance, the highest torque to its 
class. The advertising message used in the advertisement is: 
Baleno: Sleek, Silent and Spritited. 
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The advertising campaign for Baleno Altura are based on luxury 
wagon with space, beauty and powerful. In it advertisement it reflect 
that Beleno Altura is India's first luxury station wagon with breath 
taking beautiful, spacious, powerful and fast for people who enjoy 
zipping out of town. The advertising message is 
"The Luxury Estate. " 
With the influx of so many international automobile companies 
have various influences on the Indian market. The competition has 
been successful in waking up the Indian companies and those, which 
have been taking the customer for granted for many years, have been 
forced to do, rethink on their policies and evolve a more customer-
oriented marketing of their product. With so much competition, the 
Maruti Udyog had restructured its advertising message that presented 
in the print media. The company used full one page or half page for 
advertisement in the newspapers. The message in the advertisement 
used the emotional appeal. The recent healines and appeals used in the 
newspapers as "3 times in a row. " As this indicate as the Maruti Suzuki 
received the No. 1 nameplate in customer satisfaction in the J.D. Power 
Asia pacific study during 2000,2001 and 2002. The headline that used in 
the advertisement in the newspaper is "The competition has been shouting 
itself hoarse about being No. I unfortunately, customers believe other 
wise. " As this indicate as the Maruti Suzuki receive No. 1 in the 
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customer satisfaction and it stood No. 1 in its sales, service, 
performance spares and range . 
Advertising Media 
Maruti use a combination of electronic, print and outdoor as the 
media to carry out the advertising message. The newspaper use by 
company for advertising induces is; The Indian express. The 
Hindustan Times, The Times of India, The Nav Bharat Times. The 
company also use important magazines such as India Today, Outlook, 
Advertising and Marketing, Auto India, Over Drive and Business 
world fot its advertising. However, the frequency and timings of 
advertisement was dependent on the objectives of the advertising 
campaign. 
The company used big hoardings and banners in the either sides 
of the roads in the metropolitan cities. It also uses hoardings and 
banner on the walls of huge buildings at the Zebra crossing in the 
Metros. The company also uses television and radio for advertising its 
message. The recent development in the information technology the 
company introduced its web sites with the address 
http://www.marutiudyog.com, where the company give the information 
to the consumer about the product, range, price, delivering instruction 
system, service network system, dealers network system; it also get 
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free newsletter to the internet subscriber, where the customer 
download and empower with special deals, finding expert advice and 
more. The customer survey conducted to find out the mode and the 
presentation of the advertisement that attract them most which reveals 
the following observation that given in figure 6.3 (A) and figure 
6.4(A) respectively. 
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Fig.6.3 (A). Shows the advertising media that like the most. The 
observation reveals out of the 50 respondents, where 65 percent of 
which like the advertisements presented in the newspapers and 
magazines, 20 percent likes in television and radio, 5 percent of which 
like it on the Internet and the rest 10 percent likes the advertisements 
present in billboards, hoardings and broachers at dealers and service 
stations. 
Fig. : 6.3 (A) Advertising Media like the Most 
10% 
20% 
65% 
• Newspapers and 
Magazines 
• Television and 
Radio 
a Internet 
OBIII boards, 
Holdings and 
Brouchers 
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Fig.6.4 (A) shows that the advertising presentation that attracts 
them the most. The observation reveals out of the 50 respondents, 
where 60 percent of which like the ad presented by the celebrities and 
models, 30 percent of the respondent attracts through the car feature 
that are highlighted and the rest 10 percent attract through the 
advertising or publicity made at exhibition. 
Fig.: 6.4 (A)T1ie Advertising that Attracts the Most 
10% 
3U% ^ 
• Celebrities/Models 
• Car feature highlighted 
D Exhibition 
^recpk 
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Publicity 
Publicity had played a vital role in the success of Maruti. The 
company has used publicity tools, which included news, speeches, 
events, written material, audio-visual materials, corporate identity, 
ancillary advertising and public service activities. These are described 
bellow: 
The company adopted six steps in developing an advertising 
campaign, which included target market, objectives, budget, message, 
media and measurement. On the whole, the advertising campaign was 
successful in accreting its objectives. However, the company needs to 
increase the frequency of advertisements, particularly on television. 
o News: The significant news about the company has got 
favourable response on the media. Except few recent controversies 
between employee and management of the company. The recent 
disinvestments approved by Government in Maruti Udyog Ltd. as on 
14.5.2002. Where the present right, the Suzuki holding in Maruti 
Udyog Ltd. to 54.2 percent, while the Government to 45.54 percent 
and the balance with the employee's mutual fund^. The company on 
the whole has got a favourable coverage in the news on electronic as 
well as print media. 
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o Speeches: The company's official deliver speeches for its 
employees and outside public as and when they gets an opportunities, 
for example on 8 Feb, 2002, an article consisting speeches on 
productivity in the Economic Times, by higher officials of various 
organisations was published in which, besides others the speech of Mr. 
Jaddish Khattar, Managing Director of the MUL also figured along 
with his photographs. 
o Events: The Company has been successful in drawing attention to 
new models of car and other activities by arranging special events 
these includes, conferences, seminars, exhibitions and anniversaries. 
In the recent years Maruti Udyog Ltd designed series of events across 
the country to bring closer to all the Maruti Suzuki car owners of 
today and tomorrow, these event includes Mega pollution camps, used 
car meals and free AC check-up camps. Maruti Suzuki is the only car 
manufacturer in India that regularly organizes a series of such events 
across the country. 
o Written Material: The Company has used certain written material 
such as annual reports, brochures, articles, company's newsletters and 
magazines (In Hindi and in English) to reach and influence their target 
consumers market. The company's annual report provides a brief account of 
the significant activities carried out by the company. The dealers provide 
broachers depicting the car's strengths, working and specification to the 
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prospective customers entering their show room. The company publishers a 
magazine called " Hindi Nama" for its employees as well as concerned 
persons. In the recent year the Maruti introduce "Maruti online news letter" 
where the Internet subscriber could subscribe these letters. 
o Audio-Visual material: The Company has used audio and 
videocassettes to depict company's significant activities. The name 
given to one of such cassette is "The future belongs to us", 
o Corporate Identity programmer: From the year 1987-88 a 
corporate identity campaign was launched by the company with the 
basic objective of ensuring an attractive and standard look of all 
Maruti dealers and service station, since than the company has been 
able to ensure attractive and standard look of its dealers and service 
station. Over the years, Maruti Udyog Ltd. built the widest service 
network in the country, with having 256 sales outlets in 157 cities and 
over 1800 service stations spread across 807 cities (as on SO*** June, 
2002). Besides this, Maruti Suzuki has the Express highway service, 
lining up service stations along every major highway. Maruti Suzuki 
has also set up a 24 hour Maruti On-Road Service (available in 41 
cities as on 30"^ June, 2002) and it open all days of the week. 
o Ancillary Advertising: Tyres, paints, seat covers, components and, 
spare parts manufacturers and financers, while advertising their 
product or services use Maruti cars. Beside this in almost all the 
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advertisement in which a car is to be shown, the advertisers use 
Maruti cars. This promotes the Maruti car in a big way and the 
advertisers use Maruti cars willingly without any payment from the 
Maruti Udyog Ltd. 
o Public Service Activities: The Company is actively involved in a 
number of public service activities. Which include, development and 
relief work in drought affected villages, blood donation camps, 
educating employees about small family, construction of residential 
complex for its employees, promotion of Hindi, promotion of sports 
and recreation activities. Recently Maruti Udyog Ltd. has launch. The 
Institute of Driving Training and Research (IDTR) in New Delhi is 
making immense contribution to safe driving in the capital. Owing to 
its rigorous systems and practice, the city government relies 
increasingly on IDTR to train, test and certify drivers*. 
The company continued to promote safe and responsible 
behaviour on roads through traffic interceptors, safe-driving booklets 
for license seeker and traffic updates on radio (FM). To improve the 
betterment and skill of the children Maruti Udyog Ltd manage 
children's park near India Gate in New Delhi. With an amphitheatre, 
science center, library, swings and slides, fountains and games. In its 
continuing commitment to the environment, company launched a 
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programme on greening the supply chain management to help 
suppliers and dealers to ensure environment friendly methods for 
operations. The company's employees, dealers and vendors came 
together to support victims of the Gujarat earthquake. 
The publicity tools used by the company leave been successful 
in getting a favrourable response of the customers and market more 
effectively apart from other promotional tools used by the company. 
Sales Promotions: 
The company's sales promotion efforts includes; warranty 
coverage, free trails, (started in Feb., 1992 for the first time for a 
limited period), free gift to customers (by the dealers at their own and 
on behalf of the company) certain allowances and reimbursement of 
expenses to the dealers conventions, contests, games and liberal loans. 
Recently company has taken steps in the pre-owned car business 
under the brand name. "Maruti True Value", providing fleet solution 
to corporate and in situations under the brand name "Maruti N2N", 
offering the finance packages to consumers across the entire Maruti 
ranges, and also provides car insurance to the entire Maruti range. 
To build relationship with the customers, Maruti Udyog recently 
sent out invitations to celebrities inviting them to test drive the 
"Baleno" at their convenience and at a place of their choice. Apart 
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from shows, events, carnivals Maruti Udyog are now providing value-
added services, as it has started training the Chauffeurs of its owners . 
Export Promotion: 
The Maruti Udyog Ltd. promotes its car through participation in 
the exhibitions and Government-to-Government talks. The Suzuki 
Motor Corporation (SMC) refers Maruti 's name as and when it gets 
the opportunity. Maruti 's export department visits foreign countries in 
order to get orders, appoint distributors and find the opportunity for 
sale. The MUL's collaboration with the Suzuki Motor Corporation 
makes it easier for the former to contact the prospective customer 
positively. The Suzuki's Global Image helps the Maruti Udyog Ltd. in 
getting the export order. The Maruti Udyog Ltd. puts emphasis on the 
publicity for promoting its car. The Maruti distributors make the 
advertising at their own. However Maruti Udyog Ltd. does not make 
any advertisement. The Maruti distributor makes personal selling and 
other sales promotional activities. 
In brief the MUL's promotional mix consist of advertising, 
publicity, personal selling and sales promotion. The company's 
advertising in handled by its marketing department and the advertising 
agencies. In developing an advertising campaign the company makes 
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decision about target market, objective, budget, message media and 
measurement. 
The company's advertising objective for Maruti 800, Gypsy , 
Esteem, Omni and Beleno is to project them as economical, spacious, 
tough and luxurious cars. The criteria for preparing advertising budget 
are based on the objective and task method. The company used 
television, newspapers, magazines, hoarding and billboards as the 
media to carry out the advertising message. The company also makes 
personal selling and sales promotional tools to uplift the sales. Since 
last couple of years it has been noticed that inspite of the increasing 
sales the market share is shown the downward trend. Advertising, 
sales promotion have now become passes, they fail to even attract an 
audience as the consumer is purchasing their competitor's brand. This 
is the reason why companies are not just building products in 
isolation, but building products around the consumer after knowing 
them at their needs. 
Reference: 
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ANALYSIS AND INTERPRETATION 
In this chapter, an effort has been made to analyse and 
interprete the relevant data, in order to know the trends of Market 
Share, Sales and Advertising budget. Further, this part includes 
observed values with the relevant estimated values and the 
corresponding graphical representations of each are offered. Finally, 
the test of significance of Advertising budget Vs Sales is also 
discussed. 
Analysis 
> Trend analysis of Market Share. 
> Trend analysis of Advertising budget. 
> Trend analysis of Sales. 
> Test the significance of Advertising budget Vs Sales. 
Market Share 
The table 7.1 represents the market share variations from 1990-
91 to 2001-2002 i.e. for last 12 years in Maruti Udyog Ltd. 
211 
Analysis And Interpretation. 
Table: 7.1 Market Share of MUL 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-2002 
Market Share (%) 
63.37 
66.14 
77.32 
72.14 
75.12 
77.29 
80.39 
82.66 
79.71 
62.26 
58.32 
58.61 
Source: Society of Automobile Manufacturer (SIAM) 
The above table 7.1 shows that the market share has a rising 
trend upto 1997-98 and is moving downward there after, it means that 
the market share follows a non-linear trend. Statistical procedure 
has used to study the behavioural pattern of Market Share. 
In view of the scattered diagram between the time period and 
market share, a quadratic equation appeared to be an appropriate trend 
curve. The curve fitted is given by the equation. 
y = M(t)=a + bt + ct^ 
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Where "t" stands for deviation of time from 1990-91 to 2001-
02, with a six-year period as a unit. 
Computational procedure 
To fit the polynomial curve, M(t) =a+bt+ct , first constants a, b and c 
are estimated by solving the normal equations given below; 
Xy, =na + b 2 t + c 2 t ' 
X t y = a X t + b2 t^+cXt^ 
S t Y = a X t ^ + b X t ^ + c 2 t ^ 
from calculations the values of a, b and c are 
a = 79.19383926 
6 = -0.286713286 
c =-0.169573551 
Therefore y = M(t)= a + bt + ct^  
Y=M(t ) =79.19383926+ (-0.286713286) t + (-0.169573551) 
Yields the estimated values as shown in table 7.2 
2i: 
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Table: 7.2 show the observed value and estimated value 
of Market Share. 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-02 
T 
-11 
-9 
-7 
-5 
-3 
-1 
1 
3 
5 
7 
9 
11 
y (Observed 
value) 
63.37 
66.14 
77.32 
72.14 
75.12 
77.29 
80.39 
82.66 
79.71 
62.26 
58.32 
58.61 
a+bt+ct^ 
(Estimated 
value) 
61.82929 
68.0388 
72.89173 
76.38807 
78.52782 
79.31098 
78.73755 
76.80754 
73.52093 
68.87774 
62.87796 
55.52159 
Source: Statistical Analysis. 
The above graph 7.1(A) shows the observed value along with the 
fitted curve. By using the estimated curve we may predict the market 
share for the near future. 
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Advertising 
Table: 7.3 Advertising Budget of MUL 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
Advertising Budget (Rs in 
Lakhs) 
70 
63 
74 
77 
89 
76 
84 
78 
135 
223 
261 
230 
Source : Annual report MUL 
The above table 7.3 on advertising budget has shown a rising 
trend with respect to time. To analyse the trend, the curve fitted is 
given by the equation: 
Y = a exp[bt] 
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Where "t" stands for deviation of time from 1990-91 to 2001-02. 
Computational Procedure: 
The exponential Curve: 
Y = a exp[b t] 
log Y = log a + (b log e) t 
U = log Y = A + Bt 
Where a = antilog (A) 
B 
b = 
log e 
For this the set of normal equation is given by: 
2 U = nA + B S t 
E tu = A Z t + B Zt^ 
From calculations the values of A, B, a and b are; 
A = -2.537413; a = 46.6538 
B = 0.054835; b = 0.125402 
Therefore putting the values in the given equation. 
Y = a exp [b t] 
Yield the estimated values show in the table 7.4. 
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Table: 7.4 Observed and Estimated Values of Ad Budget. 
T (Period from 1990-
2002) 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Y (Ad Budget) 
(Observed value) 
70 
63 
74 
77 
89 
76 
84 
78 
135 
223 
261 
230 
y= a exp [bt] 
(Estimated value) 
52.88694 
59.95285 
67.96279 
77.0429 
87.33614 
99.00461 
112.232 
127.2267 
144.2247 
163.4937 
185.3371 
210.0989 
Source: Statistic analysis 
The above graph 7.2(A) show the observed valued along with the 
fitted curved. By using the estimated curve it may predict the 
advertising budget for near future. 
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Sales 
Table: 7.5: Sales of MUL 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-02 
Sales (No.) 
120802 
122438 
127230 
160132 
205987 
275411 
338746 
353088 
333773 
406291 
350624 
351949 
Source: Annual Report 2001-2002 
The above table 7.5 on sales shown a rising trend with respect to time. 
To analyse the trend, the curve fitted is given by the equation: 
Y=a exp [bt] 
Where ' t ' stands for deviation of time from 1990-91 to 2001-02. 
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Computational Procedure: 
The exponential Curve used. 
Y = a exp [bt] 
log y = log a + (b log e) t 
U= log y = A + Bt 
Where, a = antilog (A) 
B 
b =-
log e 
For this the set of normal equation is given as; 
Z U = nA + B S t 
E tU = A St + B St' 
From calculations the values of A, B, a and b are; 
A = 5.033823 a = 10809.3 
B = 0.05293 b = 0.121045 
Therefore putting the values in the given equation 
Y=a exp [bt] 
Yields the estimated value shown in the table 7.6 
221 
Analysis And Interpretation. 
Table: 7.6 Estimated values of Sales 
T 
(Period from 1990-
2002) 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Y 
Observed Value 
(Sales) 
120802 
122438 
127230 
160132 
205987 
275411 
338746 
353088 
333773 
406291 
350624 
351949 
y= a exp (bt) 
(Estimated value) 
113975.1 
120170.3 
126702.3 
133589.3 
140850.7 
148506.7 
156578.9 
165089.9 
174063.5 
183524.9 
193500.5 
204018.4 
Source: Statistical Analysis. 
The graph 7.3(A) shows the observed value along with the fitted 
curve. By using the estimated curve one may predict the sales for near 
future. 
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Test of significance of advertising budget Vs Sales 
The statistical tool used to study the impact of advertising 
budget on sales is the t-test for an observed regression coefficient. 
t- test for testing tiie significance of an observed Regression 
coefficient. 
The hypothesis to be tested is; 
HQ: P = 0, i.e expenditure on advertising has no impact on 
sales. 
Against Hi : P ;t 0, i.e. expenditure on advertising has positive 
impact on sales. 
Where, Ho is called the null hypothesis and Hi is the alternative 
hypothesis. 
And the Statistic used; 
—\2 
t = (b-P) 
(n-2E(x,-x) 
Follows student's t-distribution with (n-2) degrees of freedom. 
Here 
y, = Observed sales values for the year 1990-91 to 2001-02. 
y, = Estimated sales values for the year 1990-91 to 2001-02. 
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Observations & Calculations: 
Table: 7.7 The observed values of advertising budget and 
sales 
Year 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-01 
2001-02 
X (Ad Budget) 
70 
63 
74 
77 
89 
76 
84 
78 
135 
223 
261 
230 
y (Sales) 
120802 
122438 
127230 
160132 
205987 
275411 
338746. 
353088 
333773 
406391 
350624 
351949 
Source: Annual reports of MUL 
X x = 1460 X^y = 441297907 
^ y = 3146471 x = 121.6666667 
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2]x'=3146471 y = 262205.9167 
For, 
y = a + bx 
Set of normal equations 
^ x , =na + b5]x 
2]x,y = a 2 x , + b 5 ] x ' 
Yields 
a = 140488.042 
b = 1000.420888 
Therefore y,= (140488.042)+(l000.420888)x, 
Table: 7.8 The estimated sales of MUL 
Year 
y, 
Estimated 
sales 
1990-91 
210517 .5042 
1991-92 
203514 ,5579 
1992-93 
214519 .1877 
1993-94 
217520 .4504 
1994-95 
229525 .501 
1995-96 
216520.0295 
Year 
y, 
Estimated 
sales 
1996-97 
224523 .3966 
1997-98 
218520 8713 
1998-99 
275544 8619 
1999-2000 
3635811 9 
2000-01 
401597 8938 
2001-02 
370584 8462 
^ ( y -y)^ =4730818198x10' 
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^ ( x , - x ) = 58452.66667 
Now, 
'(n-2E(x^-x) 
t = (b-p) 
—\2 
Z(y-y,) 
i 
Therefore, 
•(10X58452.66667)' t = (b-o[ 
47308198x10'' 
= (l000.420888)x (0.003515) 
t,,, =3.516549318 
Results and Conclusions: 
t,3, =3.516549318 
The tabulated value of t at 5% level of significance and 10 degrees of 
freedom is (2.23). 
Since the calculated value of t = 3.516549318 is greater than the 
tabulated value t,^ ,, =(2.23), therefore the null hypothesis is rejected 
and alternative hypothesis is accepted. Hence, it is concluded that 
expenditure on advertising has the positive impact on sales. 
In brief, it is revealed out on the basis of analysis made so far, 
that the actual sales shows an upward trend than that of the estimated 
value of sales. However, on the contrary the market share of MUL 
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during its early years shows an upward trend than that of its estimated 
value and there after during 1999-2000 it shows a step downfall in its 
market share. Some of the reasons in the step down fall in its market 
share are; the overall depressed sentiment in the domestic economy, 
the co-operative bank crisis, bearish sentiments in the stock market, 
Gujarat earthquake etc. Besides, this flurry of new car models, the 
advancement of car purchase in anticipation of Sales tax hike and the 
increase petrol price has also effected the market share of Maruti car. 
The growth of its market share and their advertising strategies have 
not been satisfactory, though there were imbalance in the various 
factors. It is therefore, essential that the MUL should take special 
measures to increase their sales not only to national market but also 
make hold in the international market too. Further more MUL are 
required to take step in publicity, brand extension programme and 
attractive schemes, to enhance its sales. 
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CONCLUSION AND SUGGESTION 
3farketing is more than just distributing goods from the 
manufacturers to the final consumers. It comprises a number of stages 
between creation of the product and after-market service that is 
followed by eventual sale. The modern world depends so much on 
advertising that without it producers and distributors would be unable 
to sell and buyers would not know sufficiently about the products or 
services. If factory output is to be maintained profitably, advertising 
must be robust, even aggressive and continuous. A good advertising 
campaign is one that is planned and conducted in such a manner that it 
achieves the desired results within an accepted time frame and the 
budget of the advertiser. Mass production depends on mass 
consumption, which in turn requires proper advertising through the 
mass media. 
Now a days advertising is the king pin around which the whole 
spectrum of the economic clusters of the globe depend. It is a prime 
mover for creating demands of goods and services. With our society 
moving towards the so-called consumer culture, with its attendant 
globalisation, liberalisation, and westernisation, advertising gets the 
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pride of place. Many things are produced in various parts of-the 
globe, while their demand lies elsewhere. The former would remain 
unutilised, if a proper message is not convey to the later . With the 
help of advertising producers may send their goods and services to 
the consumer's doorstep. The outlook producers may be first to 
create demand for their products and then to hope that it would 
become a habit with the targeted customers. 
It is relevant to impress here that advertising is vital for the 
existence of media . In fact, many good newspapers and magazines 
have not survived because of defective advertising policy. Those that 
are flourishing owe a lot to the advertising media. As a powerful tool 
of effective communication, advertising must communicate, persuade 
and influence so as to lead to positive actions. This is essential, 
specially, in a democracy with a market economy, so that intelligent 
choices are made. 
Newspapers, radio and television have the highest number of 
viewership. As an advertising media, newspapers are flexible and 
timely. They can either cover one city or several urban centers. The 
local market can be effectively covered by them as newspaper reading 
has become a habit of most people. A study conducted by Media 
Research Users Council (MRUC) and ORG-Marg in the metros of 
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eight most advance states in India during May, 2000 found that 
television has the highest number of viewership 43.6 percent 
while the press has 38.9 percent and radio, 29.4 percent. 
It may be recalled that the first car rolled out of Hindustan 
Motors factory in India way back in 1942. Since then, car production 
has increased by leaps and bounds in our country. We have, in fact 
become exporter of cars. However the growth trend in the production 
of cars has varied in last three decades from just 1 percent in the 
decade 1970-80 to 21 percent in the decade 1990-2000. The major 
increase in the production of cars during these two decades was due 
to the entry of Maruti Udyog Ltd. and more favourable policy 
framework announced by the government. Untill the year 2000, the 
sales of cars witnessed to its zenith. However, 2001 and 2002 
witnessed a difficult period for the Indian car industry due to an 
overall depressed sentiment in the economy; the co-operative bank 
crisis, bearish sentiments in the stock markets, Gujarat earthquake 
lack of accordance among the centre, states and businessmen on VAT 
etc. The passenger car export in the eighties and early nineties was 
very negligible. However the export scenario changed dramatically 
to increase from 89 cars in the year 1987 to 36741 cars in the year 
2002, of which 90 percent was attributed to Maruti Udyog Ltd. It 
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may be recalled that only last year, the number of new entrants in the 
passenger car rallies increase further. The liberal policy announced 
by the Government of India, allowing foreign participation through 
technical and financial collaboration, has led to substantial 
upgradation in the car sector. The government controls this car sector 
by way of framing policies on depreciation norms, import duty on cars 
and parts used in it, petrol prices and import duty of steel. The policy 
announced by the Cabinet Committee on Foreign Investment is 
expected to provide development in employment opportunities and 
industrial growth. 
Promotion is the major component of a company's total 
marketing mix along with product planning, pricing and distribution. 
In developing a promotional campaign, company establishes the 
campaign goal as to aim at consumers of their product, segmenting the 
market according to their product or services which itself depends 
upon available funds and objectives. The factors that influence the 
promotional mix are the amount of money available for promotion, the 
nature of the market, the nature of the product and the stages of the 
product's life cycle. Generally the automobiles advertising goals is to 
build-up the organisation's image, long term build up of a particular 
brand, information dissemination about sales, service or events and 
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advocacy of a particular cause. The automobile industry has 
therefore, divided its target market on the basis of income groups, 
behavioural aspects, life styles, purchasing power and age group. The 
advertising messages used by the automobile industries are based on 
emotional as well as rational appeal in order to attract the target 
customers. Recently a drastic change has been noticed in the 
presentation of such advertisements. Earlier the main emphasis was 
on the vehicle 's performances and attributes but now the advertiser 
has prefers to include the emotional appeal as well so as to catch the 
imagination of the consumer. Traditionally, that were used for the 
advertisement of the automobile industry banked upon newspapers 
and magazines as its advertising media; but with the development of 
technology the recent advertisement media are billboards, neon signs 
television and internet. 
It is worthmentiong that the late eighties of the last century 
opened up a new chapter in the history of Indian automobile industry. 
A number of new automobile manufacturing units were incorporated 
for medium sized cars and light commercial vehicles. For example, 
Maruti Udyog Ltd. (MUL) was incorporated on 24 February 1981 
under the Joint Venture Agreement (JVA) between the Government of 
India (GOI) and Suzuki Motor Corporation (SMC) of Japan. Actual 
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production commenced in November 1983 and the first product 
(Maruti 800) was launched in 1984. Since then, the sale of Maruti 
cars has shown an upward trend producing a mere 852 cars during 
1983-84 and increasing it to 351949 cars during 2001-02. It is 
noteworthy that Suzuki's stake had risen from 26 percent in 1981 to 
54.20 percent on 14"* May, 2002 and Maruti Udyog Ltd. has now 
become the subsidiary company of Suzuki Motor Corporation. The 
Market share of Maruti Udyog Ltd. itself was 62.37 percent in 1990-
91 that increased to 82.66 percent during 1997-98. However it 
shown a downward trend since then. By the year 2001-02, its market 
share had come down to 58.16 percent. The cause behind the fall is 
mainly increasing competition by the foreign players, government 
policies, availability of easy finance etc. To offset this downward 
trend in its market share, the company has initiated new businesses 
like Auto Finance, Auto Insurance, Corporate Lease and Fleet 
Management, the latest being Pre-owned Car Business. 
The Maruti Udyog's promotional mix consists of advertising and 
other forms of publicity, personal selling and sales promotion. Its 
marketing department and the advertising agencies handle the 
company's advertising. In developing an advertising campaign, the 
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company makes decisions about target market, objective, budget, 
message, media and measurement. 
The company's advertising objective for Maruti 800, Omni, 
Gypsy and Esteem is to project them as economical, spacious, tough 
and luxurious-executive Sedan cars respectively. The criteria for 
preparing the advertising budget are based on the objective and task to 
be accomplished. The company also uses emotional appeal in the 
advertisement. The company uses television, newspapers, magazines, 
hoarding and billboards as the media to carry out their advertising 
message. The company measures effectiveness of advertisement on the 
basis of communication and sales effects. On the whole the 
advertising campaigns have been successful in achieving their 
objective. 
Earlier, where MUL projected the Maruti 800 car as an 
economical car whereas in the recent past, the main emphasis has 
been on its low operational cost, minimal maintenance and updated 
technology. Same is the case with Omni; earlier the main focus was 
on its spaciousness whereas now, the main emphasis is given to its 
fuel-efficiency, low maintenance and versatility. Likewise, in case of 
Maruti Esteem, luxuriousness of the vehicle was highlighted earlier 
whereas in the recent years, the advertising message reflects the 
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vehicle's quality, economy, value and performance. On the other hand 
in case of Gypsy, the earlier advertising message reflected the 
vehicle's toughness; but in the recent advertising messages, the 
emotional appeal has been preferred and it is projected as the off-
road vehicle which gives joy and pride while driving. 
With the mounting of so many international automobiles 
manufacture hitting the Indian market, the Maruti Udyog Ltd. has 
introduced different variants in their brand profile to compete in the 
market. Their different brands are Zen, Alto, Wagon R, Versa, Baleno 
and Baleno Altura. In the recent advertising messages, these brands 
are projected as comfortable, powerful, multi-activity-vehicle, 
luxurious and stylish vehicle respectively. 
The recent advertising used in the newspapers appeals to the 
emotions of the prospective buyers. For example, a recent headline 
used in the newspapers is " i times in a raw", which reflects the fact 
that Maruti Suzuki received the No.l nameplate thrice for customer 
satisfaction in the J.D. Power Asia Pacific study conducted during the 
years, 2000, 2001 and 2002. Another headline used in 
advertisements reads as "The competition has been shooting itself 
hoarse about being No.l unfortunately, customers believe otherwise". 
This indicates that Maruti Suzuki received No. 1 position in 
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customer satisfaction and remains No.l in its sales, service, 
performance, spare and range. 
It is noteworthy that emotional appeals are the main part of 
advertising these days. This applies not only to the car industry but 
also to almost every other industry. However, it has been felt that 
emotional appeal is effective for products of daily use and small 
items. Whereas purchasing a car involves large amount of money. 
For items like a car, the buyer thinks rationally and so MUL should 
focus on rational rather than emotional appeal. This, in fact, is the 
trend adopted by other car manufacturers. 
It has been noticed that MUL uses the selling concept to push 
forward its products. This concept assumes that consumers do not 
pick the products automatically and thus have to be coaxed into 
buying. The company has to push the consciously product through a 
whole battery of effective selling and promotional tools like robust 
advertising, large-scale sales promotion, aggressive personal selling 
and strong publicity. 
However in this present study it has been observed that though 
this is true for the domestic market but MUL does not undertake any 
advertising campaign in the international market, which is the 
potential hub of car manufacturers. It has also been felt that car 
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purchasers belong mainly to the upper middle class or upper class 
people in India, where as presently MUL does not bother to 
undertake aggressive promotional campaign through internet sites 
although it is no secret that they are very familiar and, therefore, used 
to internet. 
Admittedly, the company has used other publicity tools 
successfully. These includes; news, speeches, events, written material, 
audio-visual material, corporate identity programmes, ancillary 
advertising and public service activities. These publicity tools have 
promoted the Maruti cars more effectively than the other promotional 
tools used by the company. 
The company's authorised dealers prefer personal selling 
activity. The company itself has also used certain other sales 
promotional tools, which includes free gifts, trails, contests, games, 
liberal loans etc to increase sales. Suzuki 's global image helps 
Maruti in getting the export orders. The MUL puts emphasis on dealer 
publicity for promoting its car globally. The Maruti distributors make 
the advertising, personal selling and sales promotion on their own. 
Suggestions 
On the basis of the present study, it is felt that the growth of 
the car sector on the whole has been satisfactory to certain extent. 
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However, in MUL the growth of its market share and advertising 
strategies have not been satisfactory, as imbalances have been noted 
in various factors. For instance, the sales in the metropolitan cities 
only should not be the ultimate goal. The growth of MUL, should be 
judged on the basis of its market share. It is, therefore, essential that 
the MUL should take special measures to increase its sales in the 
urban and semi-urban area also. In addition, the MUL is required to 
take more initiative to increase the export, and compete and capture 
the international market. 
During this study, it has also been realised that MUL is required 
to take initiative in publicity, door-to-door campaign extension 
programmes and attractive schemes for enhancing the sales. In the present 
study, it has been observed that there is an urgent need to bring changes 
to improve the sales and market shares of MUL. 
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Complex competitions and new automobile brands hitting the 
Indian market regularly. In such a situation, using only advertising is 
not sufficient to sustain the market. But under such circumstance 
database or direct marketing would be an effective tool to attract the 
customers. So, Maruti Udyog Ltd. should use database or direct 
marketing to survive and to increase its market share. 
Personal contacts and relations develop the faith among the 
customers and give the feeling that they belong to its family. Thus it 
motivates the customer to purchase a particular product. Now-a-
days, large number of organisations has given emphasis to develop 
personal contact by sending greetings, and gifts to the prospective 
buyers. It is, therefore, Maruti Udyog Ltd. should develop personal 
contact with its existing customers as well as with the potential 
customers. 
There is a plethora of carmakers on the brandwagon. To attract 
and to retain customer base, loyalty programme is very useful, and 
thus, Maruti Udyog Ltd. should re-design special loyalty 
programmes, to help attract the prospective customers. Advertising, 
sales promotion, media burst, promotional blitz are terms that have 
now become passes. They fail to even attract an audience, forget about 
retentions as company's esteemed consumers are purchasing its 
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competitor's brand. This is the reason why these companies are not 
just building product in isolation. It is therefore felt that Maruti 
Udyog Ltd. should build-up products around the customers after 
knowing them at their needs. 
In the process of exchange of goods and services, various 
concepts have been developed. These are marketing concept, selling 
concept, product push concept and production concept. The ultimate 
objectives of all these concepts are to reach the customers. So, it is 
suggested here that the company should cultivate their esteemed 
customers and not just their product. In a nut shell, the company 
should become consumer oriented rather than product oriented. 
Any organisation that deals with or supports customer services 
should be truly customer-focussed, treating each customer on 
individual basis. It will create a lasting good image of the 
organisaiton in the long run. 
The company's advertising agency should also involve itself in 
the company's brand building exercise through a slew of promotions 
and marketing initiatives. Strong brands bring in extra profits 
because they are under-advertised. On the other hand, week brands 
over-spend and hence are less profitable for the company. Also , to 
ensure the success of one-to-one marketing, the company should 
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undertake management programme to be updated in accordance with 
different circumstances. 
The main focus of automobile industry these days are on the 
print media. Maruti Udyog Ltd. also largely depends on it. However, 
with considerable change have been taken place in the information 
technology and electronic media through out the world. It has started 
playing an important role in the promotion of different products. 
Therefore, MUL should also change its strategy and concentrate on 
the electronic media like television, web, mobile etc. 
Now-a-days an automobile manufacturer focuses on the 
advertisement with unique features like different languages and their 
presentation. Hence, it is observed that MUL should also adopt the 
recent prevailing trends in the consumer market. 
Increased competition in today's global market place has led to a 
tendency among the marketers to copy their rival brands, because it 
forces brands to constantly improve upon their functionality. The 
strategy normally is that the company has got to up-stage all the time 
with new formulations and theories or advertising stories. Across the 
world, successful brands make major improvements in every three 
years. The secret behind building great brands is the combination of 
functionality and the added value. "Functionality is provided by the 
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scientists and added values are provided by the advertiser. Thus, MUL 
should adopt the trends that are being followed in the market. 
Market share penetration and consumer purchasing behaviours 
are the two main criteria that are taken into consideration when 
marketers set out to build successful brands. Creating and building 
new brands could be a costly proposition. The easier way out for 
MUL is to introduce variants and brand extensions of well-established 
brands in its portfolio. 
As customer choice and expectations in the domestic market 
mount, rival companies shall plan fresh product launches from their 
global portfolios. So, competitive pressures will intensify in the 
future. As such, MUL, should take a close look at cost and efficiency 
parameter and also to product development. 
MUL should begin to re-examine their dealer relationship and pricing 
strategies. The company shall have to rethink in terms of a new customer 
focus and provide better financing and servicing schemes. Further, MUL 
should go on strategic tie-ups, mergers and acquisitions, which would 
certainly lead to economy in terms of costs and also create significant new 
opportunities for growth. 
The key objective of an organisation lies in determining the 
needs and wants to target market and delivering the desired 
satisfaction more effectively and efficiently when compared with 
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their competitors. Maruti Udyog Ltd. should use effective advertising, 
large-scale sales promotion, aggressive personal selling and strong 
publicity in the international market, which is now a days a potential 
hub for any automobile manufacturers. 
In the present competitive age, MUL should focus its 
advertising message on television, which receives and retains the 
attention of a large chunk of the audience. Through this media 
company can express its message more efficiently than through any 
other media. While delivering the advertising message, MUL should 
focus mainly on young people in their advertisements, as they are the 
potential buyers of the near future. 
The present study reveals that although the advertising budget 
has been increased, sales are not increased proportionality. So, it may 
be said that wrongly conceived advertisements would result in 
wastage of money. So, an over all assessment is required to check 
such a wastage. Needless to emphasise that the advertisement should 
not only be effective but also have clear objective to ensure its 
effectiveness. 
It requires no emphasis that normally Indian consumers buy 
products during the festival seasons. It is, therefore suggested that 
Maruti Udyog Ltd. should make its advertising and sales promotion 
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campaign more aggressive during these periods. 
Last but not the least, MUL should make proper arrangement to 
provide special incentive schemes to the workforce at dealers station 
or service stations. These people wield considerable influence on 
those already enchanted by the product, due to frequent contact. 
Additionally, they are the persons approached by and consulted for 
sound advice by prospective buyers. 
245 
BIBLIOGRAPHY 
Books 
Aaker, D.A. and Myers, J.G., "Advertising", Prentice-Hall of India 
Private Ltd, New Delhi, 1983. 
Agrawal, R.C., "Sales Management", Lakshimi Narain Agrawal 
Publication Ltd., (2"*^  Edition), Agra, 1997. 
Ahuja, K.K., "Organisation Growth and Development: A new Approach 
to Personnel Management", Kalyani publishers. New Delhi, 1979. 
Allen, Lewis, A.," Management and Organisation", McGraw-Hill, 
KogaKusha, Ltd., Tokyo, 1958. 
Appley, Lowrence, A., "Management in Action: The Art of Getting 
Things Done Through people" Mumbai, 1969. 
Arnold E., Shhnieder, William C. Donogly, Pamela J. N., 
"Organizational Communication". McGraw-Hill, New York, 1975. 
Baranson. J., "Automotive Industries in Developing Countries", World 
Bank Staff Occasional Papers, No. 8, Washington D.C. 1960. 
y Batra,R., "Advertising Management", Prentice-Hall of India private 
limited, (5* Edition), New Delhi, 2000. 
246 
Bibliography 
Brech. E. F. L., "The Principles and Practice of Management", 
Longman Publishing, London, 1975. 
Brennen, E.D., "Advertising Media", McGraw-Hill Book Company, 
INC, Toranto 1951. 
Chatterjee, N.N., "Management of Personnel in Indian Enterprises", 
Allied Book Agenecy, Calcutta, 1978. 
Condiff E.W. and Still. R. R., ''Basic Marketing Concepts. Decisions 
and Strategies", McGraw-Hill Book Company, New York, 1972. 
Cusumano Michael A., "The Japanese Automobile Industry", The 
Council on East Asian Studies, Harvard University, 1989. 
David Hussey, "Corporate Planning: Theory and Practice", Pergammon 
Press, 1976. 
Dinkar Pagare, "Principles of Management", Sultan Chand & Sons, 
(2"'* Edition), New Delhi, 1980. 
Dirken, C.J., and Kroeger, A., "Advertising Principles, Problems and 
cases", D.B. Taraporevala Sons and Co., 1978. 
Flippo, E. B., "Principles of Personnel Management", McGraw-Hill, 
New York, 1971. 
247 
Bibliography 
Gandhi J.C., "Marketing: A Managerial Introduction", Tata McGraw-
Hill Publishing Ltd., New Delhi, 1987. 
yGilligan, C, and Crowther, G., "Advertising Management", Heritage 
publishers, New Delhi, 1983. 
Hicks Herbert G., "Management of Organisaiton", McGraw-Hill, New 
York, 1967. 
Jain, R. K., "Management of State Enterprises in India: A study of the 
Organisation and Management of Public Sector Enterprises in India", 
Mankatalas, Bombay, 1967. 
^ Jefkins, F., Revised by Yadin, D., "Advertising", Financial Times 
Prentice-Hall (4^ ^ Edition) 2000. 
Jha. S. M., and Singh. L. P., "Marketing Management in India. 
Perspective", Himalaya Publishing House, (1^' Edition), New Delhi, 1988. 
Kotier,?. and Armstrony,G., "Principles of Marketing, Prentice-Hall of 
India Private Ltd. (f^ Edition), New Delhi, 1996. 
Latif. T.A.A., "The Practice of Marketing", Sultan Chand, (2"'' Edition), 
New Delhi, 1981. 
^/Xangbourne, R. and Thomas, A.W., "Children's commercials: Creative 
development", Journal of Advertising Research, vol 23, Feb-March, 1983. 
248 
Bibliography 
Likert Rensis, "New Pattern of Management", McGraw-Hill, New 
York, 1961. 
Mallya, N.N., "Public Enterprise in India Their Control and 
Accountability", National publishing house, Delhi, 1971. 
Mainoria,C.B. and Mamoria,S., "Marketing Management", Kitab 
Mahal Publication, Allahabad, 1997. 
Mani, S., "Foreign Technology in Public Enterprises", Oxford & IBH 
publishing Co. Pvt. Ltd., New Delhi, 1992. 
Manoria,C.B., and Joshi R. L., "Principles and Practice of Marketing in 
India", Published by Kitab Mahal, Allahabad, 1996. 
Marketing Objective, National Institute of Sales, NUT House, New 
Delhi, 1998. 
^Mohan, M., "Advertising Management Concepts and Cases", Tata 
McGraw-Hill, Publication company Ltd (14'*' reprint), 2000. 
Monappa, A. and Saiyadain, M.S., "Personnel Management", Tata 
McGraw Hill, New Delhi, 1979. 
Narain, L., "Principles and Practice of Public Enterprises 
Management", S. Chand & Company Ltd. New Delhi, 1993. 
249 
Bibliography 
Odaka, Konosuke., "The Motor Vehicle Industry in Asia: A study of 
Ancillary Firm Development", Singapore University press, Singapore, 1983. 
Pirie, Madsen., "Privatization: Theory, Practice and Choice", Wildwood 
House Ltd. Hants, England, 1988. 
Prasad. L. N., "Personnel Management and Industrial Relations in the 
Public Sector", Progressive, Mumbai, 1973. 
Pride W.W. and Ferrel O.C., "Marketing: Basic Concepts and 
Decisions", Honghton Mifflin Co. Boston, 1977. 
Ramanadhan,V.V., "The Structure of Public Enterprises in India", Asia 
Publishing House, Bombay, 1961. 
Ramandhan,V.V., "Privatization Global Perspective", Routledge, 
London, 1993. 
Ramaswamy, V. S. and Namakumari, S., "Marketing Management 
Planning, Implementation and Control", (2"'* Edition), New Delhi, 1995. 
Rodger L. W., "Marketing in Competitive Economy", Associated 
Business Programmes, London, 1974. 
Rustam, S.D., Sohrab, R.D. and Nusliv. D., "Modem Marketing 
Management", Universal Book Stall, (7* Edition), New Delhi, 1986. 
250 
Bibliography 
Saiyadain, M.S., " Human Resources Management", Tata Mc-Graw 
Hill, New York, 1988. 
Scott,W.D., Slothier,R.C. and Spriegal, W.R., "Personnel 
Management", McGraw-Hill, New York, 1961. 
Sherlekar,S.A. and Sherleka,V.S., "Principles of Business 
Management", Himalaya Publishing House, New Delhi, 1996. 
Sortakki,C.N. and Deshpande,R.G., "Marketing Salesmanship and 
Advertising", Kalyani Publishers, New Delhi, 1979. 
Taylor, James. H., "Personnel Administration, Evaluation and 
Executive Control", McGraw-Hill, New York, 1959. 
Terry, G. R. and Franklin, S.G., "Principles of Management", Richards 
Trvin Inc, Homewood, 1972. 
Thomas Russel. J. And Ronald Lane. W.K., "Advertising Procedure", 
Englewood Cliffs, N.J. Prentice-Hall, (12*^  Edition), 1978. 
^Wells, W., "Advertising Principles and Practice", Prentice-Hall 
International, INC., 1998. 
Articles /Journals 
Arora, I., "Automobiles- A New Dynamism", Commerce Vol. 143, No. 
3675, November 21, 1981. 
^ 251 
Bibliography 
Bhattacharjee, P., "Strategy Automobiles" Business World, May 7, 
2001. 
Govindarajalu, S., "Advertising: Some Psychological Tenets", Indian 
Journal of Marketing, vol (XXV), Nos 5-6, May-June, 1996. 
'Gupta, A., "Psychographic Dimensions and Advertising Effectiveness", 
Indian Journal of Marketing, Vol (XXVIII), Nos 1-3, March, 1999. 
^^/Hundal, B.S., "Sex portrayal in Advertisement", Indian Journal of 
Marketing, Vol (XIX), Nos 2-4, October-November, 2001. 
><Jaffarulla, A., "Techniques to Measure Effectiveness of 
Advertisement", Indian Journal of Marketing, Vol (XXV), Nos 8-9, August-
September, 1996. 
Jalali, R., "Battle Continues Over Fuel Efficiency", Commerce, June 3-
9,1987. 
Kathuriya, S., "Commercial Vehicles Industry in India: A Case History 
1928-87", Economic & Political Weekly, Mumbai, October 18, 1978. 
/'Macklin, M.C., "Do Children understand TV ads?". Journal of 
Advertising Research, Vol 23, Feb.-March, 1983. 
Mattoo, A. R, and Bhat, M.A., "Ethics in Advertising: Myth or 
Reality", Indian Journal of Marketing, vol(XXV), Nos 6-7, June-July, 1995. 
252 
Bibliography 
Michael, N., "Automobiles: The Shape of Things to Come", Business 
World, May 13,1985. 
Mike, M., "A Brief History on Advertising" Circulated by Motion 
Picuture, Broadcasting and recorded Sound Division. 
y^ande, B., "Most Advertising is Wasted", Business Standard, August 
28,2001. 
Peajro Mario, Sen Gautam and Sorabjee Hormazad, "Maurti Udyog 
Limited", The India Auto Journal, Bombay, December, 1988. 
Prabhati Pati, "Protesting Phase of Promotion is Often Over looked", 
Marketing News, February 29,1988. 
Raja Shekar, H., "A paper on Advertisement: An Ideal Tool of 
Consumer Persuasion", Indian Journal of Marketing, Vol(XXIV), Nos 5- 6, 
May-June, 1996. 
yfCsijpskl, S., "Small, Still Beautifiil", Hindustan Times, New Delhi, 
October 14, 2001. 
Raju, J.K., "The Glamorous World of Advertising", Indian Journal of 
Marketing, Vol(XXV), Nos 2-3, Feburary-March, 1996. 
^^/^eddy, A., "Effectiveness of T.V. Programme Sponsorship", Indian 
Journal of Marketing, Vol (XXIV), Nos 9-10, September-October, 1995. 
25: 
Bibliography 
/ l lodge, M.J., "Influence of Advertising of Consumers of Different Age 
Groups and Area", India Journal of Marketing Vol (XXV), Nos 2-3, August-
September 1999. 
ylSadar, S., "Slogans-If Influence on Consumers Buying Behaviour", 
Indian Journal of Marketing, Vol (XXVII), No.8, August, 1997. 
Sarma, N., "The Changing Face of Indian Media Scenario", Saga 
Publication, New Delhi, 2001. 
v/Sayulu, K., "Socio-Economic implication of Advertising-Need for 
regulation", Indian Journal of Marketing, vol (XXVII), No.8, August ,1997. 
Scott Hume, "Coupons: Are They Too Popular?" Advertising Age, 
February 15,1993. 
Sen Gautam, "The Maruti 1000: New Suzuki Esteem", The Indian Auto 
Journal, Bombay, August, 1989. 
Sinha, B.M., "What Price Maruti", The Illustrated Weekly of India, 
New Delhi, September 19,1982. 
'Srinivas, C. H., "Socio-Cultural and Psychographic Dimensions of 
Advertisement", Indian Journal of Marketing, Vol (XXVI) Nos. 2-4, April, 
1997. 
254 
Bibliography 
Sunandra, R. K., "Advertisement-A Tool is Sales Promotion 
Technique", Indian Journal of Marketing, vol(XXVI), No. 8, August, 1997. 
«^hiruvalluvar, P., "Advertising Effectiveness-A factor analysis", Indian 
Journal of Commerce, vol 53, Nos 1-2, January-June, 2000. 
Vaid, D. K., "Future Trends in Marketing in India", Indian 
Management, New Delhi, March, 1987. 
Vidyadhar, D., "Automobiles: History of the Industry in India", The 
Economic Times, New Delhi, June 8,1989. 
Yogendra Pal, "Radio & T.V. Broadcasting on Internet", Journal of 
Communications, Computer and Networking, New Delhi, October, 1997. 
Official Reports and Statements 
Annual Reports of Maruti Udyog Limited, New Delhi. 
Government of India, Report on the Automobile Industry, Minstry of 
Commerce and Industry, New Delhi. 
India-A Reference Annual Reports, Government of India. 
Kothari's Industrial Dirctory of India, Kothari Enterprises, Chennai. 
Kothari's year Book on Business and Industry Kothari Enterprises, Chennai. 
Kothari's Economic and Industrial Guide of India, Chennai 
Public Enterprises Survey, Government of India, Ministry of Industry, New 
Delhi. 
255 
Bibliography 
The Hindu Survey of Indian Industry, National press, Chennai. 
Various Issues of (SIAM), Societyof Indian Automobile Manufacturers, New 
Delhi. 
Various Issues of A status Report" Road to world-class", New Delhi. 
Various Issues of ACMA, Automotive Industry of India, "Facts and Figures", 
New Delhi. 
Various Issues of Assocham Parliamentary Digest, Automobile Component 
Manufacturers Association of India (ACMA), New Delhi. 
Periodicals / Newspapers 
Advertising and Marketing, (Monthly), New Delhi. 
Auto India, (Monthly), Mumbai. 
Business Horizon, (Bi-Monthly), U.S.A. 
Business India, (Weekly), Mumbai. 
Business World, (Forth nightly). New Delhi. 
Car & Bike International, (Monthly), Pune. 
Data India, A weekly Digest of India, New Delhi. 
Day After, (Monthly), New Delhi. 
Economic and Political, (weekly), Mumbai. 
Express Investment Week, India Express Newspaper, Mumbai. 
India Today, (Monthly), New Delhi. 
256 
Bibliography 
Indian Economy Journal, (Weekly), Mumbai. 
Indian Journal of Commerce, (Quarterly), New Delhi. 
Indian Journal of Marketing, (Quarterly), New Delhi. 
Indian Management Journal, The All India Management Association, 
(Monthly), New Delhi. 
Overdrive, (Monthly), Mumbai. 
The Economic Times, (Daily), New Delhi. 
The Financial Express, (Daily), New Delhi. 
The Hindu, (Daily), New Delhi. 
The Hindustan Times, (Daily), New Delhi. 
The Indian Auto Journal of India, (Monthly), Mumbai. 
The Times of India, (Daily), New Delhi. 
Vikalpa, Indian Institute of Management, (Quarterly), Ahmedabad. 
Yojana, Ministry of Information and Broadcasting (Forth nightly), New Delhi. 
Internet Sites Accessed 
www.advertisingandmarketingstrategies.com 
www.bsstrategist.com 
www.businessstandard.com 
www.businessstandard.com 
www.businessworldindia.com 
257 
Bibliography 
www.cybersteering.com 
www.indiacar.com 
www.indiainfoline.com 
www.industantimes.com 
www.indiacar.net 
www.marutiudyog.com 
www.magindia.com 
www.rediff.com/business/maruti 
www.jdpower.co.jp. 
www.icfai.com. 
258 
APPENDICES 
Appendix: A -1 , Shareholding and Directors 
An Act of Parliament set up Maruti Udyog Limited as a deemed 
public limited company in 1981. MUL was classified in the Public 
Sector as long as the equity of Government of India remained over 
51%. A License and Joint Venture Agreement was signed in 1982, 
with Suzuki Motor Corporation (SMC) acquiring 26% of the equity. 
SMC increased its equity to 40% in 1989. In 1992, Maruti ceased to be 
a government company, as SMC's equity holding went up to 50%. 
In 2002, SMC's share went up to 54.2%, making MUL a 
subsidiary of SMC. The Govt of India holds 46.6%, and an employees' 
trust holds the balance 0.2%. 
MUL is a Board-managed company. The directors on the Board are: 
Mr Shinzo Nakanishi, Chairman 
Mr Jagdish Khattar, Managing Director 
Mr Yuichi Nakamura, Joint Managing Director 
Mr Shinichi Takeuchi, Director (Production) 
Mr Kinji Saito, Director (Marketing and Sales) 
Mr Motohiro Atsumi, Director (Finance) 
Mr Hirofumi Nagao 
Mr Osamu Suzuki 
Mr V K Malhotra 
Mr S V Bhave 
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Appendix:A-2, Consumer Response for Maruti 
Below are given few questions regarding the purchasing and 
advertising pattern that were adopted by the Maruti Udyog Ltd. Please 
give careful response to these questions since your valued corporation 
is very essential for the success of this study. (This questionnaire is 
purely for academic purpose and information given by you will be 
kept strictly confidential.) 
(a) Name of the Respondent : 
(b)Age : 
(c) Qualifications : 
(d) Male/Female : 
(e) Profession : 
1. If you wish to buy a Maruti Car in near future/or you own a 
Maruti Car. Please mark the appropriate reason for you choice? 
(a) Because it suits your profession. 
(b) Its products has got good look. 
(c) Because it is economical and has got a variety of product. 
(d) Its greater efficiency. 
2. Which maruti product do you like the most? And Why? 
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3. Which advertising media did you like the most? 
(a) Newspaper and magazines. 
(b) Television and Radio. 
(c) Hoarding, Billboard, Dealers and Service stations brouchers. 
(d) Internet. 
4. Suggest the factor that influences you to buy a product? 
(a) Advertising. 
(b) Sales promotion. 
(c) Word of mouth. 
(d) Publicity. 
5. Which type of advertising presentation attracts you the most? 
(a) Advertising presented by the celebrities/models. 
(b) Advertising in which simply the car feature are highlighted. 
(c) Advertising /publicity made by the dealer/manufacture in 
Auto export exhibition. 
6. Give the appropriate suggestion that how the Company could 
present the advertising? 
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Appendix: A-3, Questionnaire for l^aruti Officials 
Below are given few questions regarding the growtii and the 
changing advertisement policies of the Maruti Udyog (to please give 
careful response to these questions since your valued Corporation is 
very essential for the success of this study. (This questionnaire is 
purely for academic purpose and Information given by you will be 
kept strictly confidential.) 
1. Which of the following promotional tool is important for your 
company? 
(a) Advertising. 
(b) Publicity and Public relation. 
(c) Personal Selling 
(d) Sales promotion or other forms of promotion (please specify) 
2. The communication objective of the advertisement for 
(a) Maruti 800 cc (b) Omni (c) Gypsy 
(d) Esteem (e) Versa (f) Wagon R 
(g) Baleno (h) Baleno Altura (i) Alto 
G) Zen 
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3. Do Mul takes the help of advertising agency to promote the 
maruti cars? If yes, give the name of advertising agency? Do you 
have your own advertising department to look after the 
advertising? 
4. How do you fix the budget for advertising and other form of 
promoting the car? 
5. How do you change the pattern of advertising your car after 
1991? 
6. To whom you consider as major competitor for and how do you 
change your advertising pattern on seeing the competitor? 
7. Do you pay any sum to the manufacturers of tyres and paints for 
showing the Maruti cars in their advertisement? 
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8. Do the MUL makes any payment to its dealers and service 
stations for advertising, personal selling and other forms of 
promoting the sales of car. If yes, on what basis? 
9. Do you conduct any consumer survey? If yes. please give the 
finding of the survey conducted by your company? 
10. Give the details of model of cars offered by Mul for sales and 
highlighting the sales of each models? 
11. Is there any agreement or understanding between MUL and 
Suzuki for the not to export cars to certain countries? If so, 
please indicate the name of such country. 
12. Do you make any advertising effort in the foreign markets? If 
yes, please give details. 
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13. Do the Suzuki's Image helps you in getting export orders? 
14. Please indicate other form of promoting the cars in the foreign 
market? 
15. Please give the demographic characteristics of the customers 
abroad and also their perception about the cars. 
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